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stubiea  in  cits  planning 


FRONTISPIECE.  "Many  picturesque,  seemingly  accidental  bends  of  narrow 
streets,  many  beautiful  vistas,  were  the  result  of  a  careful  study  of  location." 
A  Glimpse  of  Cathedral  Spires  from  a  Market  Place. 
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THE    •RAOrOBD-ROBINSON    PTd.   CO.,   DENVEH 


HE  combined  volume  of  retail  purchases  in  the 
cities  and  towns  of  the  United  States  conies  to  a 
stupendous  total.  Most  of  the  purchases,  exclu 
sive  of  telephone  marketing  and  shopping,  are  made  in 
person.  This  means  that  there  is  an  increasing  rivalry 
among  retail  dealers  to  command  the  attention  and  favor 
of  prospective  patrons  by  offering  comfort,  convenience 
and  beauty  in  the  facilities  of  buildings  and  equipment. 
There  has  come  to  be  an  acknowledged  advantage  in 
rather  definite  groupings  of  the  sales  rooms  for  the 
various  types  of  commodities.  This  permits  patrons  to 
park  their  cars  and  visit  the  different  establishments 
which  sell  the  articles  for  which  they  are  looking. 

<}  The  location  of  shopping  districts  is  an  integral  part 
of  city  planning  and  is  bound  to  be  a  major  consideration 
in  determination  of  zoning  districts — not  only  the  tradi 
tional  downtown  shopping  districts,  but  the  decentralized 
shopping  districts  which  are  now  being  located  to  serve 
suburban  residence  neighborhoods. 

<}  We  commend  this  volume  which  Mr.  De  Boer,  a  dis 
tinguished  member  of  the  planning  profession,  has  pre 
pared  on  "Shopping  Districts."  We  hope  that  it  may 
exercise  a  real  influence  on  the  shopping  districts  of  many 
cities  and  towns,  most  of  which,  whether  we  realize  it  or 
not,  are  constantly  building  and  rebuilding  retail  stores 
and  shops. 

HORACE  M.  ALBRIGHT,  President 
American  Planning  and  Civic  Association. 


introbuction 


W  i  F  ONE  were  to  build  a  complete  city  with  stores  and 
+J  office  buildings,  with  factories  and  shops,  with  resi 
dences  and  apartment  houses;  if  these  were  connected 
by  paved  and  lighted  streets  and  served  by  necessary  lines 
of  utility,  if  all  these  things  were  constructed,  ready  for 
operation,  still  this  would  not  be  a  city,  not  until  it 
throbbed  with  human  life.  Without  this  life  it  would  be 
like  the  corpse  of  a  human  being,  complete  as  to  body, 
still  lacking  the  vital  spark. 

€J  The  comparison  of  a  city  to  a  living  creature  need  not 
stop  here.  Cities,  like  humans,  have  prides  and  worries, 
have  or  lack  imagination,  have  or  lack  courage,  have  or 
lack  a  sense  and  desire  for  beauty. 

fl  As  the  human  organism  is  renewed  by  the  rebuilding 
of  its  cells  in  a  period  of  seven  years,  so  the  city  organism 
is  renewed  continuously  by  the  reconstruction  of  its  cells, 
that  is,  its  building  units.  The  average  life  of  the  building 
unit  is  set  by  some  at  twenty  years,  but  this  depends  much 
on  whether  the  city  organism  is  well  fed  or  undernour 
ished. 

€J  This  rebuilding  process,  to  a  large  extent,  has  gone  on 
unconsciously.  Cities  with  courage  and  imagination  are 
making  use  of  this  process  for  the  creation  of  greater 
beauty  and  of  greater  efficiency  in  the  city  body.  Many 
cities,  however,  lack  the  courage  and  imagination  neces 
sary  to  do  this  rebuilding  on  a  better  basis.  Only  by 
greater  cooperation  and  by  coordination  of  all  building 
efforts  to  a  master  plan  can  this  be  accomplished. 

fl  The  complex  of  a  city  is  made  up  of  many  units.  Part 
of  these  units  are  publicly  owned  and  controlled.  These 


are  streets,  parks,  and  public  buildings.  By  far  the  greater 
part  of  the  units  are  privately  owned.  They  are  business 
blocks,  industries,  and  residential  areas.  All  of  them 
together  make  the  city. 

*I  The  interest  of  each  private  owner  of  property  multi 
plied  by  the  number  of  owners,  or  better,  the  aggregate 
of  private  interests,  is  the  interest  of  the  city  as  a  whole. 

<J  Each  business  house  has  a  peculiar  place  in  the  shop 
ping  district.  This  place  depends  largely  on  the  type  of 
business  it  represents.  There  are  logical  locations  for 
each  group  of  business  houses.  Some  belong  at  one  place 
in  the  shopping  district;  others  have  requirements  in 
regard  to  traffic  or  in  relation  to  neighboring  business 
houses  which  make  locations  in  other  parts  of  the  district 
desirable. 

fl  In  the  plan  of  a  city  each  type  of  business  house  has  a 
certain  location  which  is  most  advantageous  to  it,  as  well 
as  to  the  city  at  large.  This  small  volume  tries  in  a  gen 
eral  way  to  indicate  which  is  the  best  location  and  the 
best  treatment  of  buildings  for  each  one  of  these  groups. 
As  such  it  is  perhaps  as  much  a  book  on  business  location 
as  it  is  on  city  planning,  except  for  the  fact  that  all  units 
of  business  together  make  the  shopping  district  as  a  whole. 

€J  It  is  hoped  that  these  pages  may  be  of  slight  aid  in 
creating  greater  business  values,  greater  efficiency,  greater 
beauty,  especially  in  the  hearts  of  our  cities. 

De  B. 


historical  shopping  Districts 


I  HE  market  place  of  the  past  has  become  the 
business  district  of  the  present. 


fl  Cities  of  the  past  have  not  always  been  per 
fect.  They  have  often  lacked  in  conditions  promoting 
health  and  livability;  they  have  not  always  been  attrac 
tive.  Some  of  them,  however,  have  left  buildings  to  pos 
terity  that  may  furnish  us  with  ideas  for  improving  our 
own  shopping  districts.  A  few  cities  of  the  Middle  Ages 
have  left  us  buildings  which  are  nearly  intact,  and  some 
cities  of  ancient  times  have  left  us  foundations  from 
which  our  archaeologists  have  reconstructed  ideas  of  their 
former  superstructures. 

fl  The  shopping  district  of  the  past  was  an  open  plaza. 
In  the  days  of  Athens  this  was  called  the  market  place, 
and  little  houses  of  business  fronted  on  it.  The  main  pur 
pose  of  the  market  place  was  for  the  assemblage  of  peo 
ple,  and  the  use  of  these  places  for  shopping  was  prob 
ably  secondary. 

fl[  Roman  cities  built  beautiful  forums.  In  the  architec 
ture  of  their  buildings  they  did  not  excel  the  Greeks,  but 
in  the  grouping  of  these  buildings  they  were  superior  to 
them.  The  Roman  Forum  was  the  ancient  governmental 
or  civic  center.  Along  the  sides  of  the  Forum,  often  be 
tween  the  colonnades,  were  the  booths  of  the  Roman 
merchants. 

*I  The  Middle  Ages  have  left  us  many  illustrations  of 
beautifully  conceived  market  places  and  of  the  building 
walls  around  them.  These  market  places  were  not  sym 
metrical  but  irregular  in  outline. 


tj  The  most  remarkable  thing  about  these  historical  mar 
ket  places,  perhaps,  is  that  they  were  planned.  We  are 
prone  to  believe  that  the  planning  of  cities  is  our  own 
modern  invention  and  that  the  beauties  left  us  by  cities 
of  the  past  were  accidental.  Nothing  is  less  true. 

<I  On  the  contrary,  many  of  the  beautiful  rows  of  build 
ings  fronting  on  market  places,  many  picturesque,  seem 
ingly  accidental,  bends  of  narrow  streets,  many  glimpses 
of  cathedral  spires  (Frontispiece),  archways,  and  domes, 
are  the  results  of  a  careful  study  of  location.  History 
records  many  popular  quarrels  in  democratic  com 
munities,  arising  from  arguments  over  the  location  and 
design  of  proposed  buildings.  Good  taste  must  often  have 
controlled. 

fl  All  new  buildings  were  designed  to  fit  in  the  walls  cre 
ated  by  the  existing  buildings.  (Figure  1.)  This  did  not 
mean  that  the  new  building  had  to  be  exactly  the  same  as 
the  others,  but  that  it  should  be  in  harmony  with  them. 
There  was  a  great  deal  of  argument  when  a  foreign  archi 
tect  introduced  a  classic  building  into  the  Gothic  building 
wall  of  the  time. 

CJ  Architectural  design  was  much  simpler  in  those  days. 
People  had  not  traveled  as  extensively  as  they  have  in 
present  times.  Pictures  of  foreign  types  of  architecture 
were  not  common  as  they  are  now  and  in  many  cases  were 
not  available.  The  architect  had  only  one  or  two  styles 
to  consider.  In  his  plan  for  a  new  building,  however,  he 
had  to  meet  the  character  of  the  existing  buildings  adjoin 
ing  the  site  or  meet  with  popular  disapproval. 


FIGURE  1.     "All  new  buildings  were  designed  to  flt  in  the  walls  created  by 
existing  buildings"   .    .    .    Frankfort,  Germany. 


present  bap  sboppino  bfstrfcts 


F  the  commonplaceness  and  insipidity  of  the 
average  city  business  district  were  an  aid  to  busi 
ness  or  an  unavoidable  necessity  it  might  be 
excused,  even  lauded. 


fl  The  fact  is,  however,  that  in  large  cities  as  well  as  in 
small  cities  we  have  created  shopping  streets  which  are 
impractical  in  addition  to  being  unattractive  and  which, 
in  nearly  all  cases,  are  now  obsolete.  They  fail  to  accom 
modate  the  required  amount  of  traffic  movement,  do  not 
come  up  to  the  present  day  standard  of  light  and  air,  and 
are,  in  a  high  degree,  inefficient  in  regard  to  human  time 
and  energy. 

€J  As  a  civilization  we  face  the  peculiar  fact  that  we  are 
able  to  design  skyscrapers  of  unlimited  height,  or  nearly 
so,  bridges  of  unlimited  length,  or  nearly  so,  and  every 
thing  else  of  unlimited  something  or  other,  but  that  in 
the  design  of  one  single  block  of  business  houses  we  can 
not,  as  yet,  produce  anything  that  is  either  attractive  or 
even  practical. 

*I  We  do  not  lack  the  mechanical  or  artistic  skill,  how 
ever,  to  design  something  better.  What  we  lack  is  com 
munity  cooperation. 

fl  Nearly  all  American  cities  have  developed  from  a 
crossroads  center.  Some  have  grown  fast  and  tremen 
dously  large,  others  have  not  grown  at  all.  Most  of  them 
were  laid  out  with  a  street  system  which  did  not  distin 
guish  between  business  and  residential  use. 

fl  Our  cities  did  away  with  the  European  market  square 
and  employed  the  space  thus  saved  for  roomier  resi- 


dential  streets,  interspersed,  as  in  the  case  of  Philadelphia, 
with  small  parks.  It  was  a  conscious  attempt  on  the  part 
of  such  leaders  as  William  Penn  to  create  better  living 
conditions,  perhaps  an  effort  to  get  away  from  the  aristo 
cratic  tendencies  which  seemed  represented  in  the  old 
market  place.  This  developed  cities  which  are  much  more 
open  but  less  attractive. 

€j[  At  one  time  many  of  our  New  England  villages  were 
attractive.  Their  beauty  was  mainly  based  on  the  pres 
ence  of  trees  in  their  business  sections  as  well  as  in  the 
residential  sections.  (Figure  2.)  With  the  era  of  rapid 
transit  came  the  policy  of  "business  first"  and  "everything 
for  speed."  It  dictated  that  trees  must  be  cut  down  along 
business  streets,  that  streets  must  be  uniform  and  wide, 
and  that  nothing  akin  to  sentiment  must  be  apparent. 

flf  Much  of  this,  perhaps,  was  dire  necessity.  At  least  it 
passed  as  such.  It  does  seem,  however,  that  modern  in 
genuity  should  be  able  to  replace  ugliness  by  something 
attractive  and  harmonious. 

€J  Every  town  and  city  has  some  beautiful  buildings.  In 
many  small  towns  the  bank  building  on  the  main  street 
corner  was  well  designed.  The  owners  took  much  pride 
in  it  and  perhaps  thought  that  they  might  influence  the 
architecture  of  the  whole  block. 

if  If  they  did  expect  to  have  such  influence  on  the  whole 
building  block  they  have  failed  in  most  towns.  The  mot 
ley  array  of  business  houses  runs  from  the  grocery  store 
with  a  false  front  above  the  first  floor,  to  the  apartment 
house  with  a  great  blank  side  wall  covered  with  adver 
tising,  the  chili  restaurant,  the  shoe  shop  in  an  old  shack, 
and  the  clothing  stores  with  dressed  up  windows. 

€J  The  Odd  Fellows  and  Masonic  temples  in  exotic  styles 
are  nearly  as  incongruous  as  the  bank  building.  A  grocery 
store  extends  over  the  sidewalk  and  uses  the  public  space 
for  boxes  of  supplies,  a  fruit  store  uses  the  space  for  sales 
purposes.  The  red  and  yellow  fruit,  however,  affords  a 
bright  spot  of  color  in  the  drab  street  picture. 

•(       5       )• 


^  Few  of  the  owners  of  business  houses  may  have  real 
ized  that  they  are  contributing  to  something  that  is  nearly 
equal  to  negative  advertising  for  their  whole  town.  They 
would  resent  any  remark  to  that  effect  for  they  are  fore 
most  in  all  movements  that  deal  with  making  their  town 
more  attractive. 

fl  On  busy  days  these  streets  are  choked  with  traffic. 
Especially  in  regard  to  traffic  movement  are  they  wholly 
inadequate  and  obsolete. 

fl  The  smaller  cities  may  present  an  inharmonious  pic 
ture  in  their  business  sections;  the  larger  cities  are  no 
better.  The  problem  is  bigger  in  cities,  but  it  is  not  han 
dled  any  better.  The  difference  is  mainly  that  the  spec 
tator  does  not  see  the  upper  stories  of  the  high  facades. 
He  sees  but  little  of  the  higher  buildings  unless  they  are 
located  at  street  terminals  or  at  bends  in  the  streets. 
Many  a  commercial  palace  has  been  designed  attractively 
but  is  so  located  on  a  crowded  street  that  a  full  view  of  it 
cannot  be  had. 

<I  Large  cities  are  beginning  to  take  on  unusual  skylines. 
Manhattan,  with  its  many  towers,  is  attractive  from  a  dis 
tance.  Few  large  cities,  however,  presents  a  harmonious 
and  beautiful  appearance  from  the  street  level. 

fl  Our  cities  have  gone  through  a  period  of  great  expan 
sion  and  building.  If  plans  had  been  laid  properly,  much 
might  have  been  accomplished  during  that  time  in  build 
ing  more  beautiful  shopping  centers. 

Q  Cities  are  like  human  bodies,  however.  In  them  flows 
the  blood  of  a  living  organism.  The  human  body  rebuilds 
continually.  Cities  do  the  same.  The  life  of  the  average 
city  building  nowadays  is  only  twenty  years. 

€J  This  rejuvenating  process  of  the  city  cell,  this  con 
tinual  rebuilding,  can  be  directed  into  better  channels.  It 
can  be  led  to  the  building  of  more  attractive  and  more 
practical  cities  and  shopping  districts. 


FIGURE  2.     "At  one  time  many  of  our  villages  were  attractive.     Their  "beauty 
depended  upon  the  presence  of  trees." 


imitation  anb 

in  cit$  builbfng 


N  our  city  building  we  have  developed  a  sort  of 
conservatism  that  borders  on  lack  of  courage  and 
has  led  to  imitation. 


fl  This  is  partly  superinduced  by  the  fact  that  improve 
ments  can  be  made  only  with  popular  consent  and,  there 
fore,  must  be  of  a  nature  which  can  be  easily  defended  in 
public. 

fl  This  imitation  destroys  all  individuality  and  deprives 
the  men  carrying  on  the  work  of  the  need  for  careful 
study,  the  enthusiasm  and  courage  that  accompany  the 
performance  of  something  unusual.  Our  city  officials,  in 
many  cases,  are  men  untrained  in  civic  work  and  in  this 
imitation  there  is  a  degree  of  safety,  or  would  be  if  the 
idea  had  not  originated  with  a  man  similarly  untrained. 

fl  The  average  voter,  likewise,  seeks  safety  in  imitation. 
He  thinks  it  protects  him  against  costly  experiments. 

fl  Imitation  may  be  expedient  for  the  moment.  But  in  its 
final  outcome  it  is  a  serious  menace. 

fl  Imitation  is  responsible  for  the  rubber  stamp  character 
our  cities  are  acquiring.  (Figure  3.)  Even  if  the  rubber 
stamp  were  an  attractive  one,  the  imitation  would  be  re 
grettable.  Nothing  means  so  much  to  a  city  as  individ 
uality. 

fl  Individuality  creates  a  greater  civic  pride.  It  creates 
a  permanent  interest  in  citizenship.  Individuality  can 
easily  become  a  tremendous  advertising  asset  to  a  city. 

•(  s  ). 


€][  Citizens  can  readily  be  convinced  of  this  need  for  indi 
viduality  in  their  city,  especially  if  it  is  combined  with 
beauty.  The  average  man  or  woman  is  proud  of  his  city, 
or  at  least  he  likes  to  be  proud  of  it.  He  will  go  far 
toward  making  it  beautiful  or  unusual.  He  expresses 
this  often  in  city  slogans,  in  city  by-names,  in  bond  issues 
for  beautifying,  and  so  on. 

fl  It  is  often  overlooked  that  individuality  has  a  commer 
cial  value  to  a  city,  a  value  based  mainly  on  advertising, 
permanent  and  subconscious  advertising.  That  it  is  so 
can  easily  be  seen  in  such  cities  as  Santa  Fe,  New  Mexico; 
Forest  Hills,  Long  Island;  Santa  Barbara,  California,  all 
of  which  have  individuality  due  to  historical  items,  to 
beauty  or  to  art.  (Figure  4.) 

tj  To  give  a  city  individuality,  however,  requires  more 
than  popular  approval  or  demand.  It  takes  genius.  It 
takes  genius  of  two  types,  one  for  design,  another  for 
rousing  people  to  cooperative  effort. 

<I  Individuality  and  beauty  in  business  districts,  however, 
is  not  a  matter  of  money.  It  is  possible  to  build  such  dis- 


FIOURB  3.     A  Rubber  Stamp  City  Plan. 


tricts  in  interesting,  attractive  ways  without  additional 
expenditure  for  construction.  This  type  of  beauty  does 
not  depend  on  elaborate  detail  but  mostly  on  unity  of 
design. 

<I  Many  cities  located  against  a  mountain  range,  a  lake, 
ocean,  or  forest,  have  a  setting  that  gives  them  unusual 
beauty.  These  cities  may  be  very  charming  but  in  the 
business  districts  the  natural  beauty  has  usually  been 
spoiled  and  has  been  replaced  by  the  most  commonplace 
arrangement. 


FIOURB  4.     Individuality  and  Beauty  .   .   .   Forest  Sills.  Long  Island, 


natural 


HE  inner  core  of  a  city  zones  itself. 


Natural  zoning  or  districting  is  the  subcon 
scious  grouping  together  of  business  houses 
or  of  residences  of  a  similar  nature. 


€J  Natural  zoning  may  some  time  be  embodied  in  our  zon 
ing  regulations,  but  at  the  present  time  these  regulations 
do  not  pretend  to  go  that  far. 

Q  There  was  a  time  when  business  tried  to  be  as  far 
away  from  a  competing  house  as  possible.  Today  the  best 
location  for  a  business  house  is  between  its  main  com 
petitors. 

Q  This  has  given  us  blocks  and  even  whole  streets  dedi 
cated  mainly  to  the  use  of  department  stores.  Others  have 
become  banking  streets.  Still  other  blocks  have  nothing 
but  hardware  stores,  others  furniture  stores.  In  nearly 
all  cities  the  grocery  and  food  in  bulk  stores  are  in  prox 
imity  to  each  other. 

fl  White  ways  with  moving  picture  theatres  are  known  all 
over  the  country  and  illustrate  this  principle  of  natural 
zoning.  (Figure  6.) 

fl  Wholesale  fruit  and  vegetable  houses  are  usually  in 
one  corner  of  the  city,  often  on  one  street.  Motor  service 
stores  and  shops  are  always  on  one  type  of  street.  Shoe 
repair  shops  often  group  themselves  together.  Stores  for 
second-hand  furniture  and  other  second-hand  articles  are 
apt  to  be  on  one  street. 

Q  Every  group  carries  a  list  of  secondary  uses.  Depart 
ment  store  groups  are  based  mainly  on  men's  and 


women's  wearing  apparel.  Jewelry,  tobacco,  and  book 
stores  are  secondary  to  this  group. 

€J  Bond  houses  and  real  estate  offices  prefer  to  be  near 
banks.  The  motor  service  streets  include  all  the  branches 
of  this  service,  from  battery  and  tire  repair  stores  to  stores 
for  the  sale  of  automobiles. 


*I  It  is  logical  that  business  should  group  itself  that  way. 
A  great  amount  of  unconscious  advertising  can  result 
from  it.  Take  the  matter  of  moving  picture  houses.  The 
crowd  turns  to  such  a  street  by  intuition.  It  may  not  even 
select  the  particular  house  until  it  has  arrived  on  the 
street. 

C|  This  holds  also  for  wearing  apparel.  Many  people, 
especially  women,  shop  from  one  store  to  the  other  before 
they  finally  buy.  A  store  located  away  from  the  stream 
of  shoppers  may  attract  exclusive  trade  but  it  will  not 
attract  the  many  who  are  looking  for  a  place  to  buy. 

*I  In  the  case  of  auto  service  houses  it  seems  obvious  that 
they  all  be  together  on 
a  traffic  street.  Whole 
sale  produce  houses, 
also,  have  certain  re 
quirements  in  regard  to 
railroads  and  traffic 
streets  that  make  it 
necessary  that  they  seek 
the  same  location. 


f|  This  natural  group 
ing  of  similar  interests, 
for  that  matter,  runs 
through  the  life  of  a 
whole  city.  It  expresses 
itself  in  the  grouping  of 
offices.  Physicians,  law 
yers,  architects,  like  to 
be  in  proximity  to  each 
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FIGURE  5.    Natural  Zoning  of  Business 
Types  in  a  Shopping  District. 
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other,  even  in  the  same  building.  Artists  are  usually 
together.  Music  is  often  taught  in  one  neighborhood 
only. 

€J  In  residential  sections  it  is  carried  out  in  the  desire  of 
people  living  in  one  type  of  house  and  hating  to  have  an 
other  type  enter  their  neighborhood.  The  type  in  this 
case  is  based  mainly  on  wealth. 

fl  There  are  certain  uses  in  the  business  district  which  do 
not  come  under  these  natural  laws.  These  are  the  stores 
that  give  a  type  of  service  which  is  needed  equally  by  the 
whole  community  and  by  the  business  district.  Among 
these  are  the  restaurants.  Restaurants  are  found  distrib 
uted  over  the  whole  business  district  without  any  relation 
to  each  other. 

fl  Hotels  are  located  in  groups.  The  better  hotels  seem 
to  prefer  proximity  to  each  other. 

fl  Figure  5  illustrates  a  business  district  with  its  different 
groups  of  stores. 


FIGURE  6.     "Natural  zoning  is  the  subconscious  grouping  together  of  business 
houses  of  one  type"   .    .    .    Typical  Moving  Picture  Zone. 
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the  business  District  as  a  place 
for  social  gathering 


OPLE  are  attracted  by  crowds. 


The  primary  function  of  a  business  district  is 
to  furnish  a  place  for  social  gatherings. 


fl  The  market  places  of  the  past  were  gathering  places  to 
a  much  greater  extent  than  are  our  shopping  streets  of 
today. 

*J  The  average  merchant,  perhaps,  will  not  concede  that 
a  business  street  is  anything  but  a  place  to  shop.  It  may 
be  to  his  benefit,  however,  to  look  at  his  sacred  street  from 
the  other  viewpoint. 

Q  First  was  the  meeting  place.  Next  came  the  merchant 
trying  to  sell  to  the  crowd.  Next  came  the  store  with  dis 
play  windows.  At  the  present  time  the  uses  of  meeting 
place  and  shopping  place  are  so  interwoven  that  it  is  not 
possible  to  say  which  is  the  more  important.  Without 
window  displays,  no  crowds;  without  crowds,  no  displays. 

fl  There  are  certain  blocks  and  corners  which  people  fre 
quent  more  than  others.  This  is  not  caused  by  large  office 
buildings,  though  they  contribute,  nor  by  large  stores, 
though  they  also  contribute.  It  is  caused  by  popular  pref 
erence.  Window  displays  influence  this  to  a  large  degree. 

<I  The  busy  corner  may  move.  People  may  leave  the  old 
place  and  surge  to  another  place  nearby. 

fl  The  crowd  is  attracted  by  beauty.  If  it  were  not,  the 
stores  would  long  ago  have  quit  spending  such  large  sums 
on  beautiful  buildings  or  displays. 


q  Again,  if  the  crowd  is  attracted  by  the  beauty  of  one 
display,  why  should  it  not  be  more  strongly  attracted  by 
the  beauty  of  a  carefully  planned  district? 

tj  The  logic  of  this  reasoning  leads  us  also  to  the  fact 
that  the  stores  and  office  buildings  which  are  located 
within  easy  reach  of  the  busy  shopping  street  benefit  by 
the  window  displays.  In  other  words,  the  crowd  is  at 
tracted  by  certain  locations  and  stores,  but  the  whole  busi 
ness  district  benefits  by  this. 

€f  The  desire  to  meet  people  and  the  beauty  of  stores,  of 
displays,  and  buildings  brings  the  shopping  crowd.  The 
secondary  store  benefits  by  this  crowd  without  paying  for 
its  upkeep.  Why  should  not  the  whole  district  be  obliged 
to  do  its  share  toward  making  it  attractive? 

tj  It  is  not  necessary  for  business  districts  to  be  incongru 
ous,  shabby,  or  monotonous.  In  the  town  of  Mariemont, 
a  residential  suburb  of  Cincinnati,  Ohio,  all  business  has 
been  housed  in  one  group  of  attractive  buildings.  The 
social  activities  of  the  neighborhood  also  center  in  this 
place.  To  a  certain  extent  this  type  of  social  activity  is 
slightly  different  from  that  of  the  usual  small  town  where 
people  gather  to  study  window  displays.  Mariemont's 
shopping  center  also  caters  to  evening  indoor  activities, 
dinners,  dancing,  and  entertainments. 

fl  There  are  business  houses  in  each  shopping  district 
who  cater  to  the  social  activities  of  their  city  but  it  is 
very  seldom  that  a  city's  business  district  is  fully  con 
scious  of  the  possibilities  it  has  in  this  direction.  The  two 
types  of  social  gatherings,  first  that  of  the  unconscious 
window  shopping  crowd,  and  second  that  of  special  en 
tertainment  may  bring  a  considerable  amount  of  business 
to  the  district  and  aid  in  keeping  it  before  the  people  of 
the  city. 


*J  A  city  can  discourage  this  gathering  of  people  by  un 
pleasant  surroundings  and  it  can  encourage  it  by  making 
all  the  features  of  the  shopping  center  unusually  attrac 
tive.  Window  displays,  sidewalk  beautification,  unusual 
restaurants,  unusual  lighting;  all  these  features  and  many 
more  may  assist  in  this  matter. 
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shopping  Districts  of  small  towns 


stores  benefit  by  the  window  dis- 
plays  of  other  stores  without  making  an 
effort  in  this  direction  themselves.  Win- 
dow  display  stores  are  mainly  those  sell 
ing  wearing  apparel,  dry  goods,  jewelry 
and,  to  a  certain  extent,  furniture  stores. 

€1  The  small  town  used  to  be  a  district's  exclusive  shop 
ping  center.  From  being  a  complete  buying  place  it  has 
now  been  reduced  to  a  place  mainly  for  the  handling  of 
goods  which  we  may  call  convenience  goods,  that  is,  such 
supplies  as  groceries,  drugs,  etc.,  for  which  shopping  from 
store  to  store  usually  is  not  practiced.  In  this  respect  the 
small  town  is  not  different  from  the  suburban  centers  of 
large  cities. 

fl  Shopping  for  articles  in  which  price,  style,  or  quality 
are  competitive  is  shifting  to  the  larger  cities. 

Q  To  a  certain  extent  this  has  always  been  the  case. 
Rapid  transit  has  increased  it  and  a  continuous  increase 
seems  likely.  Articles  of  style,  especially,  are  subject  to 
this  desire  of  people  to  compare  the  wares  of  one  store 
with  those  of  another. 

*I  This  does  not  mean  that  the  small  town  becomes  an 
unnecessary  item  in  the  development  of  a  district.  It 
simply  means  that  conditions  are  changing  and  the  wise 
business  man  changes  tactics  accordingly.  "When  the 
tide  changes  the  beacon  must  be  moved." 

1$  Every  city  has  a  certain  district  which  it  serves.  (Figure 
7.)  This  district  may  extend  only  one  or  two  miles  out 
side  of  the  city  limits,  or  it  may  extend  hundreds  of  miles. 


It  may  cover  an  entire  nation  or  the  world.  The  more 
important  city  overlaps  the  lesser  one.  A  town  or  city  of 
much  vigor  may  have  a  larger  trade  territory  than  the 
larger  but  less  active  town. 

fl  Every  town  or  city  and  every  business  man  in  it  should 
know  definitely  what  comprises  its  shopping  sphere  at  the 
present  time  and  what  it  may  become  in  future  years. 

fl  If  the  town  has  a  certain  amount  of  trade  of  the  win 
dow  shopping  variety  such  as  was  described  before,  where 
people  like  to  compare  prices,  quality  and  style,  it  must 
encourage  it.  The  business  man  must  keep  in  mind  the 
possibilities  of  the  region  and  also  remember  that  this 
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FIQURH  7.     Circlet  of  Influence.    Every  City  Serves  a  District. 


type  of  business  house  is  improved  by,  and  often  depends 
on,  the  presence  of  competing  stores. 

IJ  As  a  matter  of  pushing  general  business  tendencies  in 
a  small  town  there  is  probably  nothing  more  effective 
than  the  establishing  of  several  competitive  stores  of  the 
window  display  type.  In  their  relation  to  each  other 
these  stores  should  not  be  of  the  vicious,  throat  cutting 
competition  type,  but  of  a  friendly,  "let-us-talk-it-over" 
kind  of  competition. 

€1  Business  men  of  this  type  must  remember  that  their 
real  competition  is  against  other  towns  much  more  than 
against  each  other. 

fl  Those  stores  which  benefit  by  the  window  displays  of 
other  stores  are  groceries,  bakeries,  drug  stores,  barber, 
beauty,  and  shoe  repair  shops,  banks,  real  estate  and 
insurance  offices,  cleaning  and  dyeing  shops,  telephone 
and  telegraph  offices,  newspaper  and  general  printing, 
carpenter,  plumbing,  and  paint  shops,  laundries,  and 
many  others.  Automobile  service  shops  have  their  own 
group  with  their  own  window  display  types. 

<I  In  the  small  town  where  the  amount  of  window  shop 
ping  is  very  small  the  stores  without  displays  may  become 
the  main  part  of  the  district.  In  the  attraction  of  new 
patronage  and  in  the  building  up  of  the  business  center 
as  a  whole,  these  stores,  however,  are  secondary  in  im 
portance  to  the  first  group. 

9  Theoretically  the  business  section  of  a  small  town  can 
be  divided  into  three  parts :  an  inner  core  with  attractive 
window  displays  and  selling  goods  that  arouse  the  desire 
for  comparing  the  goods  before  buying;  next  a  ring  of 
stores  and  shops  without  any,  or  with  little,  display  and 
classified  here  as  convenience  stores;  and  third,  a  ring 
for  light  industrial  use  in  which  must  be  reckoned  many 
of  the  shops  listed  above. 

<J  In  the  development  of  the  small  city  it  is  well  if  this 
grouping  of  business  houses  based  on  the  relation  of  one 
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type  of  store  to  another  type  is  given  the  careful  thought 
of  the  merchant.  A  store  that  is  poorly  located  is  apt  to 
fail  and  is  also  likely  to  hurt  the  whole  business  center. 
Business  men  are  well  aware  of  the  importance  of  a 
proper  location  for  their  business  houses,  but  they  must 
go  a  step  farther  and  consider  their  own  place  of  busi 
ness  in  relation  to  the  others  and  to  the  whole  town. 


main  highway  through  smalt  towns 


TS  location  on  a  main  highway  made  the  small 
town  possible. 


fl  We  repeat,  however,  rapid  transportation  has 
by  no  means  been  entirely  beneficial  to  the  small  town. 

1^  At  one  time  it  was  considered  imperative  for  any  busi 
ness  house  to  be  on  the  main  highway.  Today  many 
business  men  wonder  whether  this  advantage  still  exists. 
The  man  or  woman  driving  through  a  small  town  in  an 
automobile  can  hardly  be  expected  to  see  the  names  and 
classifications  of  stores.  In  fact  he  does  not  unless  some 
predetermined  matter  has  made  him  think  of  it.  The 
place  to  attract  the  motorist  is  many  miles  out  of  the 
city,  long  before  he  reaches  the  business  house  he  wants 
to  patronize. 

€J  The  question  of  highway  frontage  is  an  important  one. 
It  has  always  been  taken  for  granted  that  the  real  value 
of  this  frontage  is  the  free  advertising  it  gives  to  stores. 
If  this  value  is  doubtful  there  is  little  left  but  inconveni 
ences.  Highway  frontage  is  not  very  good  for  residential 
use  on  account  of  the  danger  traffic  holds  for  children 
at  play.  If  this  frontage  is  also  of  inferior  value  for 
business,  one  is  inclined  to  ask,  what  is  highway  frontage 
good  for? 

C[  From  the  standpoint  of  the  highway  itself,  both  the 
business  and  the  residential  use  of  the  abutting  property 
is  objectionable.  They  interfere  seriously  with  the  speed 
of  all  traffic. 

fl  Our  present  highway  construction  is  leading  us  rapidly 
to  the  building  of  so-called  freeways  on  which  no  build- 


FIQURB  8.     Business  Streets  at  Right  Angles  to  Highway. 


ings  may  abut,  on  which  parked  automobiles  will  not  be 
allowed,  and  where  the  through  traffic  will  have  the  only 
use  of  the  road.  The  main  highway  through  a  small  town 
in  the  near  future  will  undoubtedly  be  of  this  type. 

Q  In  passing,  this  may  also  solve  the  problem  of  the 
unsightly  appearance  of  some  of  our  present  highways. 
Tree  planting,  even  throughout  the  business  district  of 
a  town,  becomes  logical  once  the  business  houses  are 
removed  from  its  frontage.  Figure  8  shows  a  highway 
running  through  a  business  district  with  the  business 
blocks  at  right  angles.  Figure  9  shows  a  different  treat 
ment.  The  business  houses  in  this  plan  front  on  an  open 
plaza  created  by  widening  the  highway  in  the  business 
area. 

fl  There  is  one  type  of  business  house  that  logically  needs 
highway  frontage  or  must  be  near  the  highway.  This 
type  is  the  automobile  service  business.  Filling  stations 
for  gasoline  and  oil,  garages  and  repair  shops,  as  well  as 


sales  rooms  for  automobiles  and  accessories  belong  to 
this  class.  All  these  should  have  easy  access  from  the 
highway.  In  the  plaza  in  Figure  9  these  buildings  are 
best  located  at  the  place  where  the  plaza  begins  and  ends. 

*I  To  a  town  or  small  city  the  main  highway  is  mostly 
important  as  a  connecting  link  between  other  cities.  To 
provide  the  proper  amount  of  space  for  the  parking  of 
automobiles  away  from  this  artery  is  much  more  im 
portant  to  the  town  than  to  provide  width  for  moving 
traffic. 

fl  To  the  commonwealth,  or  to  the  region  around  the 
large  city,  the  main  inter-city  highway,  however,  is  very 
important  and  is  of  greater  importance  than  the  small 
town  on  it.  Many  highway  engineers  go  so  far  as  to 
ignore  the  small  town  and  build  their  lines  direct  regard 
less  of  the  town.  A  careful  understanding  of  the  prob 
lem  on  both  sides  may  avoid  this  calamity  for  the  town. 

fl  From  the  standpoint  of  the  state,  a  highway  is  needed 
which  is  as  little  obstructed  by  the  town  as  it  is  possible 
to  make  it.  Through  traffic  must  be  able  to  move  at  a 
fair  rate  of  speed  even  in  the  towns.  From  the  stand 
point  of  the  town,  the  man  in  a  moving  automobile  is  a 
very  doubtful  customer.  The  advertising  along  the  high- 


FIGURE  9.     A  Plaza  Provides  a  Convenient  and  Safe  Shopping  District  on  a 
Highway. 


way  by  stores  fronting  on  it  is  much  less  successful  than 
advertising  done  on  the  main  highway  a  few  miles  before 
it  enters  the  city.  Business  traffic  in  front  of  stores,  and 
fast  traffic  on  the  highway  in  front  of  the  stores  interfere 
seriously  with  each  other. 

<I  This  matter  can  be  summarized  by  saying  that  both  the 
highway  interests  and  the  town's  interests  require  that 
the  traffic  does  not  go  through  the  business  street. 

€J  The  town,  however,  can  easily  be  hurt  by  the  highway 
engineer  carrying  this  rule  too  far.  The  town's  business 
section  must  be  adjoining  the  highway  even  if  it  does  not 
front  on  it.  In  addition  to  this  the  provision  that  no  busi 
ness  houses  may  front  on  the  highway  where  it  runs 
through  a  town  must  be  accompanied  by  the  same  pro 
vision  for  the  whole  length  of  the  highway. 
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railroabs  anb  air  lanee  for  the 
small  town 


HE  railroad  companies  have  long  ago  dis 
covered  what  highway  commissioners  are  just 
now  learning,  namely,  that  it  is  not  necessary 
for  their  lines  to  go  through  the  heart  of  the 
city. 


*I  The  railroad  transportation  line  through  the  town  is 
older  than  the  modern  highway,  and  it  has  taken  on  a 
more  settled  aspect.  In  towns  where  the  original  busi 
ness  street  fronted  on  the  railroad,  later  developments 
have  seen  it  grow  at  right  angles  with  this  line. 

<I  The  railroads  have  their  own  right  of  way.  Their 
stopping  place  is  always  two  or  more  blocks  away  from 
the  business  district.  The  city  does  not  seem  to  be  hurt 
by  this. 

^[  When  highway  and  railroad  go  through  a  town  parallel 
to  each  other,  a  very  good  arrangement  is  to  place  the 
highway  parallel  to  the  railroad  on  the  town  side  and 
the  depth  of  one  lot  from  it.  In  this  way  crossings  of  the 
highway  by  the  railroad  can  be  reduced  to  a  minimum. 

<&  The  all  important  factor  in  the  relation  between  the 
town  and  the  railroad,  however,  is  the  station.  In  this 
respect,  as  well  as  in  regard  to  the  through  traffic  on  the 
railroad,  the  two  types  of  transportation  lines  are  very 
much  the  same,  namely,  to  the  extent  that  the  through 
traffic  has  no  value  to  the  town  and  that  the  stopping 
place,  if  attractive,  will  do  by  far  the  most  in  advertising 
the  town. 

fl  The  distance  of  the  railroad  station  from  the  business 
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district  is  an  important  one  in  the  life  of  the  latter.  It 
cannot  be  too  great  nor  should  it  be  too  small.  Two  or 
three  city  blocks  is  about  right  for  a  small  town. 

fl  On  the  street  leading  from  the  station  to  the  center  of 
the  business  district  the  hotels  can  be  located.  This  con 
necting  street  should  be  planted  with  trees  and  beautified 
as  much  as  possible. 

fl  Flying  over  a  town  or  city  will  soon  be  limited  to  defi 
nite  air  lanes.  Such  lanes  are  best  placed  above  the  rail 
road  lines. 

<I  The  time  will  undoubtedly  be  here  before  long  when 
towns  and  cities  will  begin  to  make  their  air  view  attrac 
tive.  This  may  give  us  a  new  plan  for  architectural 
treatment  of  roofs  and  towers. 

*I  The  air  entrance  to  a  town,  in  other  words  its  airport, 
is  usually  best  located  near  the  main  highway.  The  loca 
tion  of  the  port  depends  on  many  things,  however,  among 
these  the  availability  of  a  large  enough  tract  of  level  land 
and  the  direction  of  air  currents  being  most  important. 
It  would  be  ideal  to  locate  highway,  railroad,  and  air  lanes 
parallel  to  each  other  to  one  side  of  the  city,  with  stations 
opposite  the  middle  of  the  business  district,  or  in  such  a 
way  that  Main  Street  would  lead  direct  to  the  highway 
parking  area,  the  railroad  station  and  the  airport  building. 

fl  An  attractive  arrangement  for  any  town  or  small  city 
would  be  to  combine  all  its  stations  into  one  large  city 
entrance.  This  would  mean  that  the  railroad  station,  the 
bus  station,  the  highway  parking  place  and  the  airport 
be  combined  into  one  imposing  group  opposite  the  middle 
of  the  town's  business  section.  Such  an  arrangement  is 
illustrated  in  Figure  10. 


FIGURE  10.     An  Ideal  Inter-relation  of  Railroad,  Airport,  Highway,  and  Shop- 
ing  District. 


soning  plan  of  the  small  town 
business  District 


ONING  is  the  first  step  toward  better  cities. 
Many  other  steps  must  follow. 


fl  Zoning  of  cities  is  done  by  ordinances  in 
which  the  city  is  divided  in  districts  or  zones  for  the 
purpose  of  regulating  the  use  of  private  land  in  them, 
the  height  of  buildings,  and  the  density  of  population. 
Nearly  all  the  important  cities  of  the  country  are  now 
operating  under  laws  of  this  kind  in  a  more  or  less  suc 
cessful  way.  The  introduction  of  zoning  laws  in  the 
planning  of  our  cities  has  been  one  of  the  great  steps 
made  during  the  second  decade  of  this  century. 

^  City  planning  has  occupied  itself  largely  with  publicly 
owned  land,  and  city  zoning  has  been  a  movement  rather 
independent  from  city  planning.  Zoning  deals  with 
privately  owned  land.  It  has  often  been  done  half 
heartedly,  but  even  at  that,  the  regulations  included  in 
our  zoning  laws  are  a  tremendous  inroad  on  legal  pre 
judices.  That  laws  could  ever  so  openly  violate  the 
sacredness  of  vested  property  rights  as  to  definitely  state 
to  what  use  property  can  be  put,  is  even  today  hardly 
conceivable  to  some  legal  minds. 

*I  Public  safety,  health,  and  welfare  demanded  these 
laws.  The  United  States  Supreme  Court  in  the  famous 
Euclid,  Ohio,  case  stated  that  laws  of  this  type  would  have 
been  ruled  unconstitutional  fifty  years  ago.  Today  these 
laws  are  nearly  taken  for  granted. 

*I  Zoning  regulations  give  owners  of  residential  and  busi 
ness  property  a  certain  protection  from  overcrowding,  a 


certain  amount  of  protection  against  noise,  bad  odors, 
and  fumes,  a  slight  protection  from  being  placed  in  the 
shadow  of  tall  neighboring  buildings.  The  senses  of  hear 
ing  and  smell  are  taken  care  of  to  a  degree;  the  sense  of 
sight  is  left  out  of  the  picture.  Just  why  a  city  should 
protect  its  citizens  from  bad  odors  or  bad  noises  any 
more  than  from  bad  views  is  not  very  clear.  The  former 
comes  under  health;  the  latter  is  listed  as  aesthetics.  If 
it  can  be  proved  that  certain  sights  are  harmful  to  the 
eye  or  nerves,  present  zoning  might  be  extended. 

<f  Many  cities,  under  the  pressure  of  private  interests, 
have  overzoned  their  areas  for  business  use;  in  other 
words,  have  set  aside  too  much  frontage  for  business. 
In  small  towns  this  is  extremely  detrimental.  It  spreads 
the  business  district  over  too  large  an  area  and  has  a 
tendency  to  create  overbuilding  with  its  attendant  vacant 
store  space.  In  addition  to  this,  it  may  create  a  new 
center  of  the  district  away  from  the  old  main  center  in 
such  a  way  that  the  latter  will  become  blighted.  Blighted 
business  districts  are  the  curse  of  our  present  towns  and 
cities.  They  are  very  costly  to  any  community.  City 
planning  has  not,  as  yet,  found  the  solution  for  preventing 
or  curing  blighted  districts. 

<I  Three  feet  of  street  frontage  per  capita  for  business 
use  is  ample  for  a  small  city.  A  zoning  regulation  is 
nothing  but  a  city  ordinance.  If  a  town  has  not  set  aside 
a  large  enough  area  for  business  and  a  period  of  rapid 
growth  makes  the  extension  of  the  district  necessary,  it 
is  possible  to  take  in  some  additional  blocks  for  business. 

*I  The  zoning  of  the  small  town  business  district  must 
not  fail  to  include  space  for  loading  and  unloading  in 
the  alleys.  Twelve  to  fifteen  feet  on  each  side  of  the 
alley  must  be  set  aside  for  this  purpose  and  kept  clear 
of  buildings.  For  such  a  protection  the  people  of  the 
future  larger  towns  may  be  very  grateful  to  those  who 
administered  the  town  affairs  when  it  was  small. 

*I  The  small  town  can  afford  to  make  strict  height  regu 
lations.  It  does  not  want  one  building  of  too  great  a 


height  at  the  cost  of  its  dominating  the  business  of  the 
town.  From  the  standpoint  of  light  and  air  in  regard  to 
high  buildings,  there  is  no  objection  to  a  high  building, 
provided  it  is  surrounded  by  sufficient  space  of  ground. 
This  is  discussed  more  in  detail  under  larger  cities. 


architectural  besion  for  whole 
business  District  of  a  small  cits 


N  architectural  design  lies  the  opportunity  of  the 
small  city  to  make  itself  outstanding  and  attrac 
tive. 


q  Through  this  medium  of  beauty  of  buildings  and  ar 
rangement  the  city  can  lift  itself  out  of  commonplaceness 
and  create  an  advertising  asset  that  is  not  only  of  strong 
appeal  to  people  but  is  of  a  permanent  character.  (Fig 
ure  11.) 

<I  It  is  remarkable  that  cities  have  not  used  this  method 
of  promoting  business  before.  In  the  array  of  small 
towns  scattered  over  our  nation  there  are  only  a  very 
few  that  can  claim  architectural  beauty  in  their  business 
district,  and  it  would  be  relatively  easy  for  any  town  to 
lift  itself  above  the  average  by  these  means. 

€1  Architectural  design  of  the  business  section  of  a  city 
must  be  of  an  elastic  nature.  The  best  procedure  is  to 
have  a  general  plan  drawn  up  for  the  whole  district. 
This  plan  must  indicate  the  type  of  architecture  which  is 
to  be  used.  It  may  be  horizontal  in  character  to  express 
the  feeling  of  level  plains,  it  may  have  arches  or  columns 
in  the  classic  way,  or  it  may  have  simple  modernistic 
blocks  expressing  the  use  of  steel  and  concrete,  it  may  be 
Gothic  with  cloisters,  or  Spanish,  Pueblo  Indian,  or 
colonial. 

€1  The  type  must  be  carefully  selected  to  fit  climatic  con 
ditions,  to  fit  the  country  in  which  it  is  used,  whether 
prairie,  mountain,  or  forest  land,  whether  inland,  or  ocean 
frontage.  It  must  also  express  the  character  of  the  town 
whether  agricultural,  industrial,  or  commercial. 
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FIQURB  11.     "Cities  have  an  opportunity  of  advertising  through  archi 
tectural  beauty"   .   .   .    Westwood  Hills,  California. 


fl  As  was  said  before,  the  plan  must  be  simple  and  elastic. 
It  can  indicate  only  a  general  thought.  Details  must  be 
left  to  the  builders. 

fl  In  its  character  the  master  architectural  plan  is  similar 
to  the  master  city  plan.  It  indicates  a  general  treatment, 
not  detailed  design.  An  illustration  of  this  idea  is  given 
in  Figure  12.  The  plan  is  more  or  less  modernistic  in 
design  and  has  been  chosen  for  its  great  simplicity  of 
design  and  elasticity.  The  business  district  is  divided 
among  many  owners.  One  owner  may  require  a  high 
building,  the  next  one  a  low  building.  To  allow  for  this 


and  for  changing  conditions  the  design  must  be  such  that 
changes  in  height  can  easily  be  accomplished. 

<I  An  easy  way  of  getting  this  type  of  architectural  treat 
ment  would  be  to  consider  a  whole  block  as  one  building 
financed  by  all  the  owners  of  lots.  Every  time  a  change 
is  made  in  this  one  large  building  it  must  be  a  change 
that  does  not  interfere  with  the  general  design  of  the 
building. 

fl  This  architectural  plan  must  also  be  full  of  variety  in 
detail.  It  must  be  possible  for  individual  store  owners 
to  have  their  stores  stand  out  from  the  others.  Careful 
treatment  in  colors  can  do  a  great  deal  in  this  respect. 
Modern  treatment  in  lighting  and  signs  will  also  do  this. 

fl  The  making  of  an  architectural  study  and  the  carrying 
out  of  a  definite  plan  can  be  done  by  the  cooperation  of 
all  owners  of  business  houses.  It  is  necessary  for  all 
owners  to  bind  themselves  to  an  agreement  that  they  will 


FIGURE  12.     Proposed  Business  District  Plan  of  Boulder  City,  Nevada. 


FIGURE  13.     "Old  American  colonial  cities  had  shopping  districts  in  one  style 
of  architecture."     The  restoration  of  Williamslmrg,  Virginia. 


carry  out  the  plan  at  the  time  they  rebuild  their  store 
fronts,  or  in  any  case  within  a  certain  time  period  of 
five  or  six  years.  They  reserve  the  right  to  add  to  the 
building  height  or  take  from  it  according  to  their  needs, 
provided  every  change  is  reviewed  and  checked  against 
the  original  plan. 

*I  The  master  plan  is  part  of  the  city  plan,  but  the  de 
tailed  plans  are  made  by  local  architects  who  must  re 
quire  the  approval  of  the  committee  which  prepared  the 
general  plan. 

fl  The  general  plan  should  be  submitted  to,  and  approved 
by,  the  city  council.  In  the  adoption  of  the  plan  it  must 
be  understood  that  this  type  of  architecture  must  be  used 
also  in  extensions  of  the  business  district. 

€f  The  city  administration  can  also  promote  this  plan  of 
architectural  design,  as  was  done  in  Santa  Barbara,  Cali 
fornia,  after  the  earthquake.  The  effort,  however,  must 


be  continuous  over  a  long  period  of  time  and  if  the  plan 
is  carried  out  by  the  city  administration,  it  should  be 
handled  by  an  advisory  committee  of  business  men. 

<I  There  is  nothing  new  about  a  procedure  like  this.  Sev 
eral  old  American  colonial  cities  had  shopping  districts 
in  one  style  of  architecture.  The  restoration  of  Williams- 
burg,  Virginia,  has  illustrated  this  very  clearly.  (Fig 
ure  13.) 

<I  A  very  outstanding  example  of  good  design  in  a  shop 
ping  district  is  shown  in  the  drawing  on  this  page  of  the 
community  center  in  the  Country  Club  district  near  Kan 
sas  City.  Off  street  parking,  good  architecture,  central 
location  without  becoming  an  eyesore  in  the  residential 
district  it  serves  are  among  the  characteristics  of  this 
neighborhood  store  center.  (Figure  14.) 


FIGURE  14.     "An  outstanding  example  of  good  design  in  a  shopping  district.' 
Country  Club  district,  Kansas  City,  Kansas. 


fbeal  towns 


OST  of  our  city  planning  today  is  of  the 
corrective  type.  It  is  but  seldom  that  a 
whole  new  town  can  be  designed  from 
its  inception. 


<F  The  plan  of  a  model  town  must,  like  any  other  plan, 
depend  on  the  topography  of  the  site.  A  theoretical  plan 
may  embody  certain  principles,  but  will  hardly  ever  fit 
conditions  on  the  ground. 

fl  The  ideal  town  is  entirely  different  from  existing  towns. 
Shopping  districts  need  much  more  space  than  they  have 
in  most  cities.  In  the  plan  the  continuity  of  the  shopping 
district  must  not  be  interrupted.  In  other  words,  the  dis 
trict  must  be  well  tied  together  and  it  must  be  no  great 
effort  for  the  shopper  to  pass  all  the  stores  in  succession. 
This  cannot  be  accomplished  in  wide  streets  but  can  be 
worked  into  a  shopping  plaza  if  proper  continuity  is 
followed  out.  In  the  shopping  district  room  must  be 
allowed  for  the  parking  of  automobiles.  The  parking 
space  must  be  as  near  the  stores  as  possible.  The  accom 
panying  plan  of  the  shopping  district  in  Boulder  City, 
Nevada,  illustrates  how  this  may  be  accomplished.  (Fig 
ure  15.)  The  main  highway  must  not  run  through  this 
shopping  plaza  but  must  be  very  near  to  it. 

*I  The  frontage  of  the  shopping  plaza  must  be  divided 
into  business  groups  as  shown  under  natural  zoning.  One 
part,  preferably  the  most  central,  should  be  set  aside  for 
stores  for  wearing  apparel,  another  part  for  grocery  stores 
and  stores  for  food  in  bulk,  another  part  for  hardware 
and  furniture  stores,  other  parts  for  printing  shops,  for 
small  laundries,  shoe  repair  shops,  etc.  Along  the  main 


highway  approaches  are  the  automobile  service  shops 
and  stores.  Drug  stores  and  banks  are  given  the  corner 
buildings. 

tj  At  the  outset  the  town  must  have  an  architectural  plan 
and  if  this  plan  is  carried  out  carefully,  the  town  will 
need  practically  no  zoning  regulations.  This  architectur 
al  plan  must  be  extremely  elastic. 
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FIGURH  15.     Accommodations  for  Parked  Automobiles  a  Main  Requirement, 
Boulder  City,  Nevada. 


shopping  bfstricts  in  larger  cities 


HE  owners  of  stores  in  a  city's  business  district 
have  a  community  of  interest  that  can  be 
compared  with  the  similarity  of  interest 
existing  between  the  occupants  of  a  large 
office  building. 


<I  If  a  block  of  stores  in  a  district  becomes  shabby,  this 
reflects  on  the  whole  district.  If  many  stores  are  vacant, 
the  whole  district  is  stamped  as  being  in  difficult  circumr 
stances.  Store  owners  realize  this  and  they  hate  to  have 
a  store  adjoining  theirs  unoccupied.  The  influence  of 
one  or  more  vacant  stores  can  be  noticed  in  pedestrian 
movement,  which  becomes  less  on  that  side  of  a  street. 

fl  Taken  as  a  whole,  many  shopping  districts  lack  beauty 
in  spite  of  a  large  number  of  attractive  individual  build 
ings.  Many  more  shopping  districts  are  really  unsightly. 

*I  The  people  who  came  to  the  public  meetings  in  the 
market  places  of  historic  cities  often  discussed  the  beauty 
of  their  city.  The  location  of  a  new  cathedral  became 
a  matter  of  intense  interest  and  of  long  discussion. 

fl  It  is  a  reflection  on  our  times  that  we  seem  unable  to 
cooperate  to  the  extent  of  creating  more  attractive  dis 
tricts,  although  the  beauty  of  his  city  lies  very  close  to 
the  heart  of  our  present  day  citizen.  Some  business  men 
spend  great  amounts  on  buildings  and  decorations,  and 
at  the  same  time  do  nothing  to  protect  these  investments 
against  unsightly  surroundings. 

q  The  people  who  visit  a  city's  shopping  district  are 
greatly  attracted  by  the  beauty  of  the  stores  and  of  the 
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whole  district.  Store  owners  have  long  ago  realized  this 
desire  for  beauty  but  to  apply  it  to  a  whole  district  rather 
than  to  their  own  store  alone  has  not  occurred  to  them. 

9  There  is  in  store  for  the  city  which  undertakes  to  lift 
its  business  district  out  of  the  class  of  ugliness  to  that  of 
unusual  beauty  not  only  publicity,  but  nation-wide  adver 
tising,  and  it  is  the  type  of  advertising  which  will  return 
a  flow  of  business. 

*I  Under  the  chapter  on  "Natural  Zoning,"  it  was  shown 
how  a  city's  shopping  district  is  divided  into  sections  by 
the  natural  selection  of  business.  The  inner  core  of  a 
district  is  based  on  the  stores  for  wearing  apparel  with 
window  displays.  Other  types  group  themselves  around 
these.  In  the  order  of  their  relation  to  the  central  part 
of  the  city  these  groups  are  listed  below. 

1.  Stores    for    wearing    apparel,    luxuries,    books, 
tobacco,  and  drugs.     (The  heart  of  the  district.) 

2.  Banks  and  bond  houses,  offices  for  real  estate, 
insurance  offices.     (The  financial  district.) 

3.  Stores  for  sale  of  food  in  bulk,  such  as  groceries, 
fruit  stores,  etc. 

4.  Stores  for  furniture,  music  stores. 

5.  Stores  for  hardware,  paint,  building  material. 

6.  Shops    for    personal    service,    tailors,    barbers, 
beauty  parlors,  shoe  repairing,  and  similar  serv 
ice. 

7.  Shops  for  printing,  newspapers,  electricians,  etc. 

8.  Moving  picture  houses. 

9.  Wholesale  houses. 

*I  Scattered  through  these  previous  groups  but  independ 
ent  of  each  other  are  office  groups  such  as : 

10.  Offices  for  business  management. 

11.  Offices  for  professional  services. 

A.  Physicians'  offices. 

B.  Lawyers'  offices. 

C.  Engineers'  and  architects'  offices. 

12.  Public  buildings. 
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€J  On  the  outer  traffic  streets  are: 

13.  Stores  for  automobile  service  and  sale. 

<I  Independent  of  these  previous  groups  and  seemingly 
not  grouped  at  all  are: 

14.  Restaurants. 

15.  Hotels,  except  large  hotels. 

fl  Every  one  of  these  types  of  business  houses  has  its 
own  requirements.  These  requirements  are  the  same  for 
the  whole  group  and  give  them  a  definite  place  in  the 
city  plan.  The  following  chapters  describe  these  require 
ments  more  in  detail  for  each  group. 


tbe  core  of  the  shopping  bfetrfct 
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VERY  city  has  a  certain  small  district  which  is 
considered  the  very  heart  of  the  city. 


fl  This  may  be  only  a  street  corner,  it  may  extend 
over  a  few  blocks,  or  may  be  the  greater  part  of  a  street, 
but  in  all  cases  it  is  the  place  where  the  greatest  number 
of  pedestrians  pass  during  week  days.  Metropolitan 
cities  may  have  several  such  centers,  but  usually  the  dis 
trict  is  one  unit. 

CJ  This  center  has  the  highest  ground  values  and  in  it 
are  located  the  largest  stores  for  wearing  apparel  and 
luxuries.  Department  stores,  men's  and  women's  outfit 
ters,  jewelry  stores,  book  stores,  photo  stores  belong  to 
this  group.  They  are  supplemented  by  such  auxiliaries 
as  drug  stores,  tobacco  stores,  and  restaurants  whose  serv 
ice  is  to  the  immediate  needs  of  any  crowd  and  can  there 
fore  be  found  in  other  locations  as  well. 

fl  This  inner  core  of  the  business  district  is  not  accidental. 
It  is  founded  on  the  crowd  psychology  which  makes 
window  shoppers  of  all  of  us. 

fl  Large  numbers  of  people  visit  these  blocks,  apparently 
for  the  purpose  of  shopping  and  buying,  in  reality  as 
much  to  meet  other  people  as  for  the  purpose  of  shopping. 
This  retail  section  for  wearing  apparel  becomes  the 
fashionable  meeting  place  of  the  city,  not  the  place  for 
appointments,  but  the  place  for  subconscious  mingling 
with  the  crowd.  This  condition  is  superinduced  by  the 
presence  of  attractive  window  displays  and  the  unusual 
opportunity  for  window  shopping. 

<J  Many  chain  stores  for  low  priced  wares  have  realized 


the  value  of  these  locations  and  make  use  of  them.  Most 
of  these  do  not  contribute  to  the  attractiveness  of  the 
area.  To  a  degree  they  are  parasitic  and  they  may  be 
among  the  causes  that  make  the  district  shift. 

fl  The  district  with  stores  for  wearing  apparel  having  fine 
window  displays  is  the  very  heart  of  the  city.  It  fills  a 
definite  place,  and  on  its  attractiveness  may  depend  very 
largely  the  success  of  other  groups  of  business  houses 
that  surround  it. 

<J  If  the  central  district  shifts  to  a  new  location,  usually 
nearby,  it  will  carry  the  pedestrian  movement  with  it. 
This  again  will  necessitate  the  moving  of  other  classes 
of  business  houses.  The  shifting  of  districts  like  these 
hardly  ever  happens  suddenly  except  in  a  small  city 
facing  a  boom.  As  a  rule  the  district  creeps  slowly  up 
a  street  and  its  shifting  may  be  a  matter  of  many  years. 
Cities  must  protect  themselves  against  such  moving  of 
the  central  district  for  in  its  wake  it  leaves  blighted  areas 
of  much  reduced  land  values.  In  the  heart  of  the  city 
we  have  found  the  most  attractive  stores  and  window 
displays.  Thus  far  the  beauty  of  a  store  and  its  display 
has  been  considered  as  something  profitable  only  to  the 
store's  proprietors.  The  beauty  of  the  central  district 
matters,  however,  not  only  to  the  store  owners,  but  to  the 
other  classes  of  stores  surrounding  it  and  may  affect  the 
whole  city. 

fl  There  are  other  things  that  bear  on  the  success  of  the 
heart  of  the  shopping  district  and  among  these  are  traffic 
arteries.  A  serious  dislocation  of  traffic  arteries  in  the 
outskirts  of  the  city  may  be  the  cause  of  shifting  a  central 
shopping  district. 

q  Beauty  of  the  district,  however,  is  one  of  its  outstanding 
assets.  The  individual  stores  show  that  they  realize  this 
by  their  policy  of  putting  up  the  most  attractive  buildings. 
(Figure  16.)  The  interior  of  the  modern  store  is  often  a 
veritable  fairy  city. 

Q  The  district  as  a  whole,  however,  is  neither  attractive 
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nor  congruous  in  its  elements.  There  are  certain  things 
that  can  be  done  which  will  benefit  not  only  the  very  heart 
of  the  district  but  also  the  business  houses  which  sur 
round  this  center  and  depend  on  it. 

fl  Of  great  importance  to  the  beautifying  of  the  central 
shopping  district  is  the  creation  of  architectural  control 
over  the  whole  district.  By  this  is  meant  that  instead  of 
having  many  building  designs  that  are  unrelated  and  in 
harmonious,  a  general  plan  can  be  worked  out  by  which 
the  individual  buildings  become  design  units.  This,  per 
haps,  is  not  easily  accomplished.  The  owners  of  the 
large  down  town  buildings  belong  to  the  class  to  which 
it  is  not  easy  to  dictate  and  which  may  be  hard  to  con 
vince  that  it  is  to  their  personal  benefit  that  they  co 
operate  with  their  competitors. 

€J  The  studied  plan  for  a  street  of  this  character  must  be 
such  that  it  can  provide  for  a  great  number  of  variations. 
It  should  not  call  for  one  building  being  an  exact  dupli 
cate  of  the  next,  but  should  be  based  on  the  principle 
that  the  building  masses  present  a  harmonious  whole, 
leaving  sufficient  space  for  individual  detail  and  for  new 
thoughts  in  design. 

<I  The  proper  way  to  carry  out  this  idea  would  be  to  have 
prepared  a  facade  plan  of  the  whole  length  of  the  street 
and  require  of  every  architect  designing  a  new  building 
that  his  design  fit  this  general  plan  but  leave  the  way  in 
which  he  does  this  to  him  personally,  provided  he  will 
submit  his  general  plan  to  the  committee  supervising  the 
street  plan. 

fl  The  plan  of  designing  a  whole  street  as  the  core  of  a 
business  district  lends  itself  to  many  possibilities  for  more 
interest  in  the  street  building  line.  Setbacks  may  be  cre 
ated,  an  occasional  wall  fountain  may  brighten  the  street 
picture.  Instead  of  a  great  amount  of  confused  and  often 
jarring  light,  a  carefully  prepared  plan  of  lighting  may 
be  worked  out  which  will  give  charm  to  the  night  picture. 
In  this  lighting,  individual  requirements  need  by  no 
means  be  overlooked. 
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€J  In  studying  the  plan  of  the  district  from  this  angle  the 
committee  having  the  matter  in  charge  may  find  that  the 
middle  of  the  street  in  some  cases  is  too  valuable  for  mere 
traffic  use.  Narrow  streets,  during  certain  hours  of  the 
day  may  be  kept  clear  of  traffic  and  turned  to  pedestrian 
use.  This  is  rather  daring,  perhaps,  but  there  are  streets 
in  our  cities  which  could  be  much  better  turned  over  to 
pedestrian  use  and  sometimes  even  to  a  system  of  beauti 
fying  with  flowers  and  fountains. 

tj  In  this  connection  it  is  well  to  compare  with  important 
shopping  streets  in  historic  cities,  many  of  which  are  so 
narrow  that  they  cannot  accommodate  vehicles  of  any 
kind.  Many  of  these  streets  have  retained  their  position 
for  centuries. 

*I  Moving  traffic  in  front  of  this  type  of  retail  business 
houses  is  problematical  and  very  likely  of  little  value, 
especially  if  good  parking  facilities  are  available  nearby, 
and  provided  the  arteries  leading  to  the  district  and  to 
the  street  proper  are  wide  and  direct. 

*I  A  certain  amount  of  advertising  is  gained  from  moving 
traffic.  How  valuable  this  type  of  advertising  is  to  the 
store  owners  it  is  hard  to  say,  but  unless  the  store  owner 
succeeds  in  changing  the  traveling  customer  to  a  pedes 
trian  he  has  gained  but  little. 

fl  Facilities  for  parking  automobiles  within  easy  reach 
of  the  store  groups  are  of  more  importance  than  moving 
traffic,  and  as  was  shown  before,  of  equally  great  impor 
tance  are  the  traffic  arteries  which  must  reach  from  the 
outer  sections  of  the  city  to  as  near  the  core  as  is  possible. 

*I  It  is  the  down  town  business  man  who  benefits  most 
by  the  city's  major  traffic  plan  and  it  is  his  interest  to 
watch  its  development. 


FIGURE  16. 
District. 


Stores  of  Attractive  Design  Add  to  the  Beauty  of  a  Shopping 


tbe  financial  bfetrict 


HE  inner  core  of  a  business  district  is  neces 
sary  for  the  existence  of  a  ring  of  secondary 
uses.  In  other  words,  without  window  dis 
play  stores,  no  banks. 


<I  The  shifting  of  the  inner  core  of  the  district  is  always 
followed  by  the  shifting  of  the  adjoining  secondary  dis 
tricts,  for  these  are  dependent  on  the  former  for  their 
patronage. 

fl  The  most  important  one  of  the  secondary  uses  is  prob 
ably  the  financial  section.  It  includes  banks,  bond  houses, 
real  estate  and  insurance  offices,  railroad  ticket  offices, 
and  business  houses  of  a  similar  nature.  The  fact  that 
these  business  houses,  in  their  relation  to  the  city  plan, 
are  secondary  to  the  first  and  inner  group  does  not  mean 
that  they  are  less  important  nor  that  they  depend  for  their 
patronage  solely  on  the  nearby  retail  business,  but  it 
means  that  unless  a  banking  center  is  of  very  great  im 
portance  it  cannot  be  expected  to  exist  away  from  the 
shopping  section.  Banks  will  build  near  department 
stores  but  these  stores  will  not  build  near  banks. 

fl  Buildings  for  financial  transactions  are  usually  of  a 
substantial  character.  Often  they  take  on  the  appearance 
of  public  buildings  with  heavy  colonnades  of  classic  de 
sign.  No  type  of  architecture  lends  itself  so  well  to  con 
tinuity  of  design  as  does  this  style.  It  would  be  beautiful 
if  one  or  more  blocks  in  the  financial  section  were  com 
bined  into  one  long  colonnade  of  imposing  design.  The 
superstructure  might  be  made  to  vary  so  as  to  insure  in 
dividuality  for  each  bank.  For  that  matter,  color  of  col 
umns  could  easily  be  used  to  create  distinction  between 


the  various  places.  It  is  not  necessary  for  classic  colon 
nades  to  be  in  neutral  colors. 

<I  Present  tendencies  are  away  from  the  classic  style  of 
architecture.  In  cities  of  high  ground  values,  high  build 
ings  are  essential  and  the  classical  design  must  be  altered 
to  the  modern  towers  now  being  erected  in  metropolitan 
cities. 

«I  Real  estate,  insurance,  and  brokerage  offices  would  fill 
the  space  between  the  banks.  These  buildings  could  fit  in 
the  general  plan  with  smaller  frontage  and  an  appropri 
ate  variation  in  design.  In  a  vertical,  modern  design  this 
would  be  expressed  in  the  vertical  lines;  in  a  classic  de 
sign  by  the  grouping  of  columns. 

fl  The  general  type  of  architecture  would  soon  impress 
itself  on  the  mind  of  the  public  and  it  would  result  in  a 
permanent  advertising  value.  (See  Figure  17.) 

€J  Such  an  arrangement  around  an  open  square  would 
make  the  financial  section  of  a  city  not  only  unique  and 
comparable  to  the  Forums  of  Rome,  but  it  would  create  a 
building  arrangement  which  would  stand  through  cen 
turies  as  a  sign  of  the  financial  strength  of  this  age. 

fl  The  time  may  come  when  classical  colonnades  are  out 
of  date  and  are  replaced  by  more  modern  designs.  When 
this  happens  many  of  our  present  day  commercial  build 
ings  will  need  remodeling.  There  is  no  reason  why  a 
whole  street  should  not  go  through  such  a  process.  If 
these  changes  are  not  made,  the  street  will  be  there  as 
a  very  strong  expression  of  post  World  War  tendencies. 
In  this  they  would  be  similar  to  the  courts  of  Oxford  and 
Cambridge  and  to  many  market  places  in  ancient  cities. 

<I  In  regard  to  street  traffic  the  financial  district  must 
join  with  the  shopping  section  in  its  demand  for  wide  and 
direct  arteries  to  all  parts  of  the  city. 

€J  Parking  facilities  are  of  utmost  importance  for  the 
financial  district.  The  average  bank  customer  needs  less 


than  fifteen  minutes  to  transact  his  business.  For  such  a 
short  errand  he  should  not  be  expected  to  have  a  five  or 
ten  minutes  walk  from  his  parked  car. 

fl  It  is  a  rather  simple  matter  for  the  financial  section  to 
provide  parking  facilities.  Basements  can  be  used  for 
this  purpose,  and  there  are  at  present  devices  by  which 
automobiles  are  stored  in  tiers  of  twelve  to  fifteen,  one 
above  the  other.  This  type  of  storage  arrangement  takes 
but  little  space  and  can  be  placed  in  the  alley  side  of  a 
bank  building  or  office  building. 

*I  There  is  no  reason  why  the  whole  financial  section  of 
a  city  should  not  cooperate  and  create  one  or  two  of  these 
automobile  storage  garages. 

€[  In  regard  to  curb  parking,  the  financial  section  should 
insist  that  it  have  a  parking  time  restriction  of  not  over 
fifteen  minutes.  If  the  parking  time  is  made  longer,  the 
section  is  deprived  of  just  that  many  more  opportunities 
for  their  patrons  to  reach  the  buildings  easily.  For  those 
who  require  longer  shopping  periods  the  side  streets  and 
adjoining  streets  should  be  available. 


FIGURE  17. 
imposing" 


'A  financial  section  combined  into  one  long  colonnade  would 
.   .   A  Classic  Bank  Block. 


Groceries  anb  stores  for  f  oob  in  bulk 


ROCERY  stores  are  found  on  the  edge  of  the 
main  shopping  district,  but  they  are  the  leading 
feature  of  a  neighborhood  center. 


In  many  cities  groceries  are  moving  from  the  business 
district  to  the  neighborhood  store  centers.  No  group  of 
stores  has  suffered  so  much  from  the  decentralizing  move 
ment  of  our  cities  as  has  this  group.  Nearly  every  neigh 
borhood  center  now  has  a  grocery  store,  a  bakery,  a  meat 
market.  In  the  down  town  district  the  activity  of  these 
stores  has  been  restricted  severely. 

fl  To  this  group  also  belong  the  fruit  stores,  delicatessen 
stores,  creameries,  tea  and  coffee  stores,  and  in  general 
those  stores  that  sell  food  in  bulk. 

fl  The  decentralizing  movement  does  not  mean  that  these 
stores  will  disappear  altogether  from  the  down  town  dis 
trict.  Many  large  stores  will  always  be  needed  there  to 
supply  the  wants  of  the  district  itself,  and  in  addition  to 
these,  many  people  working  in  town  but  living  out  will 
buy  their  supplies  on  their  way  home. 

*J  This  gives  these  down  town  stores  a  dual  character. 
On  the  one  hand  they  are  nothing  but  neighborhood  stores 
for  the  people  living  in  the  business  district.  On  the  other 
hand  there  is  still  left  to  them  a  remnant  of  the  business 
which  served  the  whole  city. 

Q  For  the  first  part  of  their  patronage  a  store  of  this  kind 
must  be  located  near  the  apartment  house  ring  which 
surrounds  the  business  district;  for  the  other  part  it  must 
be  located  on  the  main  transit  lines  of  the  city. 


€J  The  grocery  stores  were  formerly  near  the  city  ends 
of  street  car  lines.  The  automobile  has  eliminated  a  great 
part  of  the  street  car  patronage.  It  has  also  made  a  great 
part  of  the  delivery  service  of  the  down  town  grocery 
superfluous. 

<I  Grocery  store  shoppers  are  short  time  shoppers.  The 
turn  over  of  parked  automobiles  in  front  of  the  grocery 
store  is  great,  and  short  period  parking  restrictions  are 
desirable.  Some  suburban  stores  have  supplied  the  need 
of  the  grocery  patron  by  installing  parking  places  on 
private  ground  directly  in  front  of  the  store. 

§  Many  people  go  down  town  daily.  Many  more  would 
go  if  it  were  more  convenient  to  get  there.  For  the  large 
down  town  grocery  to  recapture  some  of  its  trade  it  is 
necessary  that  it  make  itself  accessible,  not  only  for  the 
man  traveling  on  the  street  car,  but  also  for  the  man  or 
woman  driving  an  automobile. 

<I  The  combination  of  automobile  storage  and  food  stores 
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FIGURE   18.     "Up-to-date   provision  for   auto   parking  is   logical  for  grocery 
stores."    Los  Angeles,  California. 


is  an  entirely  logical  one  as  far  as  convenience  of  the  cus 
tomer  is  concerned.  (Figure  18.)  The  grocer  must  be 
where  he  used  to  be,  namely,  at  the  point  where  the  win 
dow  shopper  leaves  the  street  car  or  automobile  and 
where  he,  or  usually  she,  returns  to  it. 

€f  The  factor  of  chain  stores  enters  into  this  problem,  to 
gether  with  many  others.  It  is  very  likely  that  the  sub 
urban  stores  once  established  will  remain,  even  if  trans 
portation  conditions  change  again.  This  does  not  neces 
sarily  mean  that  the  down  town  district  may  not  have  a 
very  important  business  in  food  supplies.  The  down  town 
large  grocery  is  the  logical  heart  of  a  city-wide  chain  of 
smaller  stores. 

fl  To  attract  public  attention,  the  architectural  design  of 
these  stores  should  be  of  a  different  type  from  the  other 
stores.  (Figure  19.)  To  begin  with,  the  grocer,  baker, 
butcher,  and  creamery  man  do  not  exhibit  their  wares 
in  the  windows,  and  if  they  do,  it  is  not  likely  to  attract 
many  people.  Small  exhibits  may  be  necessary  for  cer 
tain  specialties,  but  as  a  rule  the  food  store  window  dis 
play  is  such  that  no  shopper  would  think  of  going  an 
extra  block  to  see  it. 

fl  A  different  and  very  unique  type  of  architecture  may 
be  based  on  this.  Wall  spaces  can  be  much  larger,  win 
dow  spaces  smaller.  This  type,  once  established,  may  be 
made  extremely  distinctive,  and  when  used  over  the 
whole  grocery  store  section  or  even  for  all  grocery  stores 
scattered  over  the  city,  will  make  these  stores  outstanding 
and  give  them  valuable  advertising. 

fl  In  the  case  of  fruit  stores  the  matter  is  different.  These 
stores  like  to  attract  customers  by  displaying  all  their 
wares.  They  need  larger  window  space  or  the  front  wall 
set  back  to  allow  space  in  front  of  the  store  for  display. 

<I  Cities  have  many  interesting  neighborhood  grocery 
stores  at  present  and  the  down  town  grocery  group  can 
easily  find  examples  for  other  designs. 


19.     Unusual  Architectural  Design  Will  Attract  Attention  to  Groceries 
and  Markets. 
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fl  In  the  design  of  the  grocery  group  the  provision  for 
automobile  storage  must  not  be  overlooked.  It  seems 
altogether  logical  that  the  shopper  returning  from  a  trip 
through  the  heart  of  the  city  will  stop  to  buy  groceries 
near  the  place  where  her  car  is  parked.  Neither  stores  of 
this  type  nor  automobile  storage  places  have  made  use 
of  this  possibility  to  the  fullest  extent, 

€1  The  grocery  store  problem  hinges  on  this.  It  needs 
space  for  very  cheap  and  well  advertised  auto  storage 
within  easy  walking  distance  of  the  shopping  district  and 
banks.  It  needs  outstanding  architecture,  and  to  get  these 
things  it  needs  the  cooperative  effort  of  every  man  in  the 
business. 


furniture  stores 


HE  furniture  store  is  one  of  the  window  shop 
ping  group  of  stores.  It  could  be  classified 
with  the  stores  for  wearing  apparel  in  this 
respect.  In  this  group  must  be  included  the 
music  stores,  but  not  the  second  hand  stores. 


q  The  street  frontage  as  well  as  floor  space  which  this 
type  of  store  needs  is  very  great  and  this  makes  it  difficult 
for  furniture  stores  to  find  economical  locations  in  the 
heart  of  the  shopping  section. 

fl  These  stores  depend  very  largely  on  their  window  dis 
plays,  however,  and  if  they  are  to  benefit  to  the  greatest 
extent  by  the  shopping  crowd,  they  must  be  within  easy 
reach  of  the  shopping  center.  In  this  regard  they  are 
in  the  same  position  as  are  the  financial  houses. 

fl  It  can  easily  be  seen  that  for  this  reason  furniture 
stores  are  usually  best  located  on  side  streets  at  right 
angles  to  the  main  shopping  street.  Here  they  are  within 
easy  reach  of  the  crowd  and  here  they  can  find  locations 
which  are  less  expensive  than  the  frontage  on  the  main 
street. 

tj  The  number  of  customers  in  these  stores  is  relatively 
small;  the  time  spent  per  customer  is  high,  averaging  not 
less  than  one  hour.  All  this  seems  to  point  to  the  possi 
bility  of  these  stores  providing  parking  facilities  either 
directly  in  their  building  or  in  conjunction  with  other 
groups  of  stores.  Many  stores  with  large  floor  space  may 
store  enough  cars  in  their  basements  to  accommodate 
their  customers.  Space  for  loading  and  unloading  trucks 
is  very  essential  behind  the  furniture  store.  In  many 


places  it  is  practical  to  widen  the  alley  fifteen  feet  on  each 
side  and  to  set  this  land  aside  for  public  use.  In  existing 
blocks  the  provision  can  be  made  that  courts  for  loading 
and  unloading  are  provided  only  on  the  ground  floor,  the 
upper  stories  being  built  over  them. 

€J  In  architectural  designs  the  furniture  and  music  stores 
can  work  out  many  intriguing  designs.  The  second  story 
may  be  given  a  simple  arch  effect.  The  lower  floor  may  be 
left  with  large  show  windows  but  the  second  floor  should 
be  made  to  carry  the  unity  in  design  through  the  whole 
group.  In  existing  buildings  this  plan  can  easily  be  car 
ried  out  by  making  a  simple  alteration  on  this  floor. 

<J  Individuality  should  not  be  omitted  from  the  various 
designs.  Such  a  street  will  soon  become  known  as  the 
furniture  street  and  will  take  a  definite  place  in  the  mind 
of  a  city's  people. 

*I  Briefly  reviewing  this  we  find  that  the  furniture  and 
music  stores  are  best  located  on  the  side  streets  directly 
off  the  main  shopping  street  where  frontage  is  cheaper; 
that  they  need  automobile  parking  facilities,  courts  for 
loading  trucks  on  alleys,  and  distinctive  architecture. 


barbware  stores 


ARDWARE  stores  need  not  be  unattractive. 


fl  To  the  hardware  store  group  belong  the 
paint    stores,   wall   paper    stores,    sporting 
goods,  lumber  and  coal  order  stores,  and  places  of  a  more 
or  less  wholesale  nature  in  building  material. 

^  In  their  demand  on  the  city  plan  they  are  very  much 
like  the  stores  of  the  furniture  group.  They  require  large 
floor  space.  Their  window  displays  are  of  less  impor 
tance,  but  still  attract  a  number  of  shoppers.  The  floor 
space  must  be  of  a  cheaper  nature. 

<I  We  find  this  class  of  stores  in  locations  close  to,  but 
not  on,  the  shopping  street.  A  parallel  street  may  be  a 
good  location,  provided  this  street  is  not  too  far  away 
from  the  main  street.  A  side  street  at  right  angles  to  the 
latter  may  attract  a  greater  number  of  shoppers.  This  is 
perhaps  the  most  advantageous  location. 

fl  The  same  provision  of  space  for  loading  and  unloading 
trucks  in  alleys  must  be  made  as  described  under  furni 
ture  stores. 

fl  The  shopping  period  for  this  type  of  store,  on  an  aver 
age,  is  less  than  thirty  minutes.  Automobile  parking 
facilities  will  aid  this  class  of  stores  as  well  as  the  previous 
groups.  With  the  cheaper  ground  space  the  hardware 
store  group  might  arrange  for  automobile  storage  them 
selves. 

<I  An  outstanding  architectural  design  can  be  based  on 
a  variation  of  the  furniture  stores.  Such  a  facade  is  shown 
in  Figure  20,  which  illustrates  more  the  principle  of  archi 
tecture  with  one  motif  for  the  whole  group  than  any 
decided  type. 
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FIOURB  20.     Hardcore  Stores  Identified  through  Typical  Design. 


shops  for  personal  service 


HE  shopping  district  requires  many  types  of 
personal  service  shops. 


CJ  In  this  chapter  have  been  grouped  together 
tailors,  barbers,  beauty  shops,  and  shoe  repair  shops. 
Most  of  these  service  shops  require  but  small  frontage. 
They  can  be  successfully  located  on  secondary  streets 
paralleling  the  shopping  street  or  on  side  streets.  They 
must,  however,  be  within  easy  walking  distance  of  the 
main  shopping  street. 

tj  Tailor  shops  benefit  to  a  certain  extent  by  their  prox 
imity  to  the  large  stores  for  wearing  apparel.  They 
benefit  to  a  degree  from  being  close  together,  but  they 
require  groups  for  cheaper  and  for  more  expensive  shops. 
The  high  grade  tailor  naturally  will  locate  near  the  better 
stores,  the  cheaper  tailor  near  the  cheaper  stores. 

Q  The  problem  for  all  these  shops  is  to  make  themselves 
easily  found.  Barber  shops  have  found  a  solution  for 
this  problem  and  it  is  peculiarly  similar  to  what  has  been 
proposed  here  for  several  types  of  business  houses.  The 
barber  shop  has  adopted  the  colored  pole  as  a  national 
emblem  for  their  shops.  (Figure  21.)  In  principle  this 
is  not  different  from  the  group  distinction  which  has 
been  proposed  through  architectural  treatment.  It  would 
not  be  possible  to  make  these  shops  distinctive  through 
broad  architectural  design  because  as  a  rule  their  street 
frontage  is  small. 

fl  In  Europe  many  tailors  have  been  given  the  title  of 
tailor  to  the  Royal  Court  and  they  carry  the  royal  arms 
above  the  door  of  their  shop.  Why  could  not  the  tailors' 


society  decide  on  some  such  emblem  to  be  used  nationally 
and  to  be  striking  enough  and  large  enough  for  use 
on  the  street,  and  attractive  enough  to  add  to  the  street 
picture.  A  shield  of  uniform  design  and  colors,  but  prob 
ably  with  a  personal  touch  for  each  group,  would  be  prac 
tical. 

fl  For  beauty  shops  something  similar  to  the  barber's 
pole  can  be  used. 

fl  Shoe  repair  shops  are  often  grouped  together.  They 
have  no  relation  to  the  previous  groups  but  are  put  here 
because  their  treatment  should  be  about  the  same  as  the 
others. 

CJ  None  of  this  group  has  any  window  display.  They 
often  have  large  windows,  but  more  for  light  than  for 
display. 

fl  For  automobile  parking  facilities  these  shops  must 
naturally  depend  on  the  larger  stores,  but  they  have  the 
same  requirements  that  are  listed  for  grocery  stores.  In 
fact,  many  of  the  service  shops  will  eventually  find  their 
way  into  large  automobile  parking  buildings. 


FIGURE  21.     Barber  Shops  Are  Easily  Identified. 


printing  shops,  newspapers, 
plumbing  anb  electric  shops 


EWSPAPER  buildings  are  often  key  build 
ings  in  cities.  They  frequently  lead  in  mod 
ern  design. 


<J  The  large  amount  of  floor  space  needed  by  printing 
shops  forces  them  into  districts  with  cheaper  frontage. 
Printing  houses  group  themselves  in  this  cheaper  district 
but  they  do  not  cater  to  the  shopping  crowd  and  can  be 
slightly  away  from  the  main  shopping  street.  To  a  certain 
degree  these  printing  shops  are  of  an  industrial  nature 
rather  than  of  a  commercial  one,  and  for  this  reason  they 
should  be  kept  to  the  outer  edge  of  the  business  district. 

fl  The  printers  are  usually  found  in  small  groups  of  four 
or  more  establishments  and  the  down  town  district  may 
have  several  of  these  small  groups.  On  account  of  the 
large  number  of  employees  some  have  to  be  close  to  the 
street  car  or  bus  lines. 

<I  Printing  shops  often  are  not  an  addition  to  the  city's 
beauty.  This  is  not  due  to  any  innate  difficulty  in  the 
printing  business,  however.  Some  printing  houses  are 
well  designed  and  attractive.  Perhaps  better  than  any 
other  group  can  the  printers'  group  adopt  a  fitting  type 
of  building  design.  The  street  frontage  of  their  shops  is 
large.  Windows  are  needed  for  light  more  than  for  dis 
plays.  A  striking  treatment  is  certainly  possible. 

q  The  newspaper  plants  are  printing  shops,  but  their 
sales  are  of  such  a  nature  that  they  must  be  near  the 
main  shopping  crowd.  The  newspaper  is  usually  found 
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FIGURE  22.     "Newspapers  often  lead  in  modern  buildings" 
Times  Building. 
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very  close  to  the  main  shopping  street  but  with  slightly 
cheaper  frontage.  Newspaper  buildings  are  often  orna 
mental  and  in  many  cities  the  newspaper  offices  point  to 
the  direction  our  other  business  houses  will  have  to  go  to 
create  more  attractive  cities  and  to  make  the  various 
types  of  business  distinctive.  (Figure  22.) 

fl  To  this  group  belong  also  many  scattered  shops  and 
stores  which,  for  some  reason  or  other,  must  have  cheaper 
frontage  and  are  not  immediately  dependent  on  the 
shopping  crowds. 

fl  Shops  for  plumbing  and  electrical  work  are  of  a  semi- 
industrial  nature,  more  or  less  similar  to  the  printing 
shops.  They  want  large  floor  space  on  the  cheaper  streets. 
In  architectural  design  they  can  follow  the  printing  estab 
lishments. 

<I  There  is  no  reason,  however,  why  the  electrician's 
building  should  not  be  different.  Especially  from  the 
standpoint  of  lighting.  Unique  lighting  effects  would  be 
of  great  advertising  value  to  this  business.  They  might, 
at  the  same  time,  be  instructive  to  the  general  public. 
Utility  companies  selling  electricity  have  grasped  this  and 
many  of  their  buildings  are  the  outstanding  features  in 
the  night  picture  of  cities. 

<I  Plumbing  shops  or  water  company  offices  have  not  used 
this  advertising  medium  to  any  extent.  It  would  be  an 
interesting  item  in  a  city's  appearance  if  they  should  use 
water  for  such  displays.  Water  in  the  shape  of  fountains 
or  cascades  pumped  over  and  over  again  could  be  used 
in  very  unique  ways. 
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moving  picture  bouses 


HE  moving  picture  white  way  had  no  tradition 
so  it  became  the  most  modern  group  in  the 
district. 


<I  Next  to  the  window  display  store  the  moving  picture 
row  is  probably  the  most  important  single  item  in  the 
business  district.  That  is,  taking  it  from  the  viewpoint 
that  without  some  incentive  to  bring  people  to  the  district 
all  the  other  uses  would  disappear. 

*I  To  staid  business  men  engaged  in  serious  work  this 
may  seem  like  an  effort  to  belittle  them.  All  the  business 
houses  of  the  district  are  interdependent.  Without  stores 
there  could  be  no  offices;  without  offices  the  stores  would 
not  be  profitable.  Some  types  of  business  houses,  how 
ever,  bring  to  the  district  large  numbers  of  people  who 
are  not  bent  on  business  but  who  are  going  mostly  to  see 
the  crowd  and  to  seek  entertainment.  This  class  may  not 
be  immediate  purchasers  of  goods  but  they  are  potential 
buyers.  Regardless  of  whether  they  buy  or  not  they  add 
to  the  crowd  in  the  shopping  section  and  thus  are  instru 
mental  in  making  the  business  district  possible.  Without 
these  crowds  many  office  buildings  could  as  well  be  lo 
cated  away  from  the  shopping  district. 

€J  The  moving  picture  theatre  has  demonstrated  clearly 
how  proximity  of  competing  houses  to  each  other  aids 
business.  In  many  cities  all  the  down  town  moving  pic 
ture  houses  are  located  on  one  street  or  even  in  one  block, 
often  so  closely  together  that  they  nearly  adjoin  each 
other.  This  is  logical  from  the  standpoint  of  business. 
The  moving  picture  house  tries  to  attract  the  man,  or 
especially  the  woman,  on  the  street.  To  do  this  it  must 
be  very  near  the  window  shopping  crowd. 


fl  For  this  reason  moving  picture  houses  are  often  lo 
cated  on  a  street  at  right  angles  to  the  main  shopping 
street  or  on  this  street  itself.  Where  shopping  street 
frontage  is  very  costly  the  moving  picture  house  finds  it 
advantageous  to  place  its  building  bulk  on  a  side  street 
and  retain  on  the  shopping  street  only  an  entrance. 

<I  No  business  type  illustrates  so  well  the  character  of 
natural  zoning,  and  no  type  of  business  has  understood  so 
well  the  value  of  an  individual  treatment  of  buildings.  In 
other  words,  it  uses  a  type  of  architecture  which  indicates 
clearly  that  the  building  is  used  for  moving  picture  pur 
poses.  All  this  may  be  due  to  the  fact  that  this  is  a  new 
business  which  could  not  rely  on  tradition  but  must  do 
some  original  thinking. 

€J  For  other  classes  of  business  there  certainly  is  an 
object  lesson  in  the  city's  white  way.  (Figure  5.)  If  it 
pays  the  moving  picture  business  to  congregate  together 
in  one  group  and  to  work  out  a  type  of  architecture  that 
is  unique  for  the  group,  it  will  also  pay  other  types  of 
business  houses.  In  the  matter  of  unity  of  building  de 
sign  the  moving  picture  houses  could  go  one  step  farther 
and  work  out  something  more  harmonious.  The  future 
will  undoubtedly  see  this  done. 

fl  In  regard  to  traffic  and  automobile  parking,  the  moving 
picture  group  has  a  problem  entirely  different  from  that 
of  the  rest  of  the  business  district.  It  needs  its  maximum 
amount  of  parking  facilities  in  the  evening  hours.  This 
is  an  advantage  to  the  business  as  well  as  to  the  district. 
If  the  district  has  created  extra  parking  space  for  daytime 
use,  it  can  turn  this  to  the  use  of  the  theatres  at  night. 
From  this  it  can  be  seen  that  it  is  to  the  advantage  of  the 
shopping  street  group  to  cooperate  with  the  moving  pic 
ture  group  in  creating  facilities  of  this  kind. 

<J  In  all  respects  it  pays  the  one  type  of  business  men 
tioned  here  to  cooperate  with  the  other  type.  The  win 
dow  display  stores  are  benefited  by  the  evening  crowd 
as  much  as  the  theatres  are,  and  the  theatres  benefit  in  a 
similar  way  from  the  day  time  crowd  attracted  by  the 
window  displays. 


wholesale  bouses 


HOLESALE  houses   belong  between  the 
main  railroads  and  the  shopping  district. 


fl  The  business  houses  for  the  wholesale 
handling  of  produce  belong  on  the  outskirts  of  the  busi 
ness  district.  To  these  belong  wholesale  houses  for  fruit, 
vegetables,  meat,  fowl,  also  warehouses  for  uptown  stores 
and  similar  types. 

fl  This  use  reaches  the  borderland  between  commercial 
and  light  industrial  use.  Business  houses  of  this  type 
need  railroad  frontage  or  like  to  be  within  easy  reach  of 
the  railroads  and  of  the  municipal  market.  It  is  also 
necessary  for  them  to  be  within  easy  reach  of  the  retailers 
of  the  shopping  district  and  the  retailers  of  the  suburban 
centers.  This  places  them  logically  between  the  railroads 
of  the  city  and  the  shopping  district.  If  a  main  city  artery 
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FIGURE  23.     An  Ideal  Alley  Setback  in  the  Plans  of  Boulder  City,  Nevada. 


can  be  located  through  this  neighborhood,  so  much  the 
better. 

*I  Wholesale  houses  often  make  free  of  the  city's  streets. 
They  park  trucks  over  the  streets,  turning  in  and  out  as 
they  see  fit.  Cities  are  usually  complacent  about  this. 
They  hate  to  interfere  with  the  men  running  this  impor 
tant  type  of  business.  To  allow  this  group  the  unre 
strained  use  of  the  street  means  in  the  first  place  a  total 
elimination  of  all  through  traffic.  Next  it  means  a  street 
or  roadway  of  maximum  width.  Sidewalk  space,  how 
ever,  is  less  urgently  needed  and  the  sidewalks  can  be 
reduced  to  add  to  roadway  space. 

fl  To  relieve  the  streets,  courts  for  the  loading  and  un 
loading  of  trucks  should  be  created.  A  setback  of  fifteen 
to  twenty  feet  on  each  side  of  the  alley  will  create  this. 
Many  buildings  have  alley  setbacks  now.  The  blocks 
would  be  much  better  served  if  the  setbacks  were  con 
tinuous.  This  would  make  a  large  open  court.  (Figure  23.) 

fl  Architecturally  speaking,  wholesale  houses  often 
amount  to  little.  There  is  no  reason  that  this  must  be 
so,  and  an  attractive  design  would  pay  here  as  well  as 
elsewhere  and  is  just  as  possible.  (Figure  24.) 


FiauBB  24.     Attractive  and  Airy  Designs  Are  Necessary  for  Wholesale  Houses. 
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offices  In  the  shopping  bfstrict 


FFICE  buildings  make  city  skylines.  Their  loca- 
'   tion    is    often    secondary    to    other    building 
groups. 


€J  The  grouping  of  business  houses  has  been  extended 
to  the  point  where  it  now  takes  in  most  of  the  office 
buildings  located  in  the  business  district.  Two  types 
of  office  uses  stand  out  distinctly.  The  first  type  in 
cludes  the  offices  for  general  business  management;  the 
other  type  includes  the  offices  for  professional  use  of 
lawyers,  physicians,  engineers,  and  architects. 

€[  The  offices  for  business  management  include  such  offi 
ces  as  those  for  the  management  of  railroad  companies, 
public  utility,  industrial  companies,  property  manage 
ment,  and  investment  companies. 

fl  These  offices  prefer  locations  close  to  the  heart  of  the 
shopping  district.  They  must  be  near  the  banks,  and  in 
general,  near  the  business  houses  on  the  street  floor. 
Proximity  to  street  car  lines  is  essential,  though  a  great 
many  of  the  employees  will  arrive  in  automobiles. 

fl  It  is  important  that  large  buildings  for  this  use  should 
provide  the  automobile  parking  space  they  need  for  their 
own  tenants.  Cities  can  include  in  their  building  code 
the  provision  that  every  office  building  which  is  to  be 
erected  must  furnish  a  certain  amount  of  auto  storage 
space  commensurate  with  the  amount  of  floor  space. 

<J  Lawyers'  office  buildings  are  best  located  within  easy 
reach  of  the  buildings  where  county,  federal,  or  supreme 
courts  are  located,  and  near  the  main  office  building 
group,  with  perhaps  preference  given  to  proximity  to  the 


latter.  This  limits  them  to  a  certain  area  usually  adjoin 
ing  the  business  district. 

§  In  the  location  of  new  court  houses,  cities  often  over 
look  the  inconvenience  to  which  they  are  putting  their 
legal  profession  by  building  in  a  neighborhood  where  no 
offices  are  available.  In  large  cities  where  courts  of  vari 
ous  types  exist,  it  may  become  difficult  to  locate  them  all 
conveniently  to  the  office  district,  but  wherever  possible 
court  buildings  should  be  within  easy  reach  of  the  office 
building  district.  Like  any  other  office  building  the 
lawyers'  building  should  provide  sufficient  parking  space 
in  or  below  it  to  accommodate  its  own  tenants. 

If  The  physicians'  building  bears  the  same  relationship  to 
the  city's  leading  hospitals  that  the  lawyers'  building  does 
to  the  court  house.  The  physician's  work  takes  him  out 
more,  however,  and  on  account  of  this  he  is  delayed  less 
by  the  hospital  being  slightly  removed  from  his  office 
building.  The  future  may  see  a  closer  relation  between 
hospitals  and  physicians'  buildings.  Hospitals  are  not 
well  located  in  the  business  district.  They  must  be  on 
fairly  quiet  streets  and  near  traffic  arteries.  For  many 
physicians  this  means  that  their  offices  should  be  similarly 
located  with  consideration  given  to  accessibility  for  pa 
tients.  The  problem  of  automobile  storage  is  a  very  im 
portant  one.  The  physician,  probably  more  than  any 
other  professional  or  business  man,  must  go  out  fre 
quently.  The  building  in  which  he  has  his  office  must 
furnish  him  a  place  for  storing  his  automobile. 

fl  Architects'  and  engineers'  offices  must  be  close  to  the 
buildings  containing  public  records.  Otherwise  they 
should  be  equipped  like  the  previously  described  build 
ings. 

fl  All  office  buildings  need  good  connections  with  the 
traffic  and  street  car  arteries  of  the  city.  Owners  of  these 
buildings  are  as  much  interested  in  the  outer  traffic  boule 
vards  as  are  the  owners  of  stores.  A  dislocation  of  major 
streets  of  this  type  may  hurt  this  business  district.  At 
the  same  time,  carefully  located  new  lines  may  aid  it. 


*J  Light  and  air  for  all  offices  is  next  in  importance  for 
these  buildings.  Tall  buildings  with  relatively  small 
ground  area  are  advantageous  if  open  air  is  available  on 
all  four  sides  of  the  building.  Frontage  on  open  parks 
or  on  wide  streets,  especially  on  parkways,  is  very  valu 
able  for  office  buildings.  It  is,  however,  hardly  ever 
available  in  the  part  of  the  business  district  where  these 
buildings  must  be. 

*|  A  city-wide  study  of  available  office  space,  its  kind  and 
use  should  precede  the  building  of  any  large  office  struc 
ture.  Maps  showing  tendencies  of  growth  of  the  city, 
blighted  areas,  as  well  as  prospective  areas  should  be 
available.  Land  values  now  and  as  forecast  should  be 
known.  This  kind  of  data  is  necessary  to  locate  a  pro 
posed  office  building  in  such  a  way  that  its  success  is 
assured. 


public 


USINESS  shuns  the  neighborhood  of  public 
buildings. 


*I  Many  promoters  of  real  estate  and  many 
people  in  other  lines  of  business  have  been  disappointed 
in  the  effect  that  a  public  building  had  on  a  neighborhood. 
Frequently  speculators  have  bought  land  adjoining  the 
location  of  a  new  post  office,  a  city  hall  or  court  house, 
only  to  find  out  that  land  values  were  depressed  rather 
than  increased  by  the  new  building. 

Q  It  is  difficult  to  say  what  the  main  reason  for  this  is. 
Many  people  frequent  these  public  buildings.  Nearly 
every  citizen  will  at  one  time  or  other  go  to  the  post  office, 
but  this  movement  of  people  does  not  seem  to  be  profitable 
for  business.  Neither  the  size  nor  the  beauty  of  the  build 
ing  has  any  influence  on  this,  it  seems. 

fl  Many  a  beautiful  marble  or  granite  building  is  sur 
rounded  by  private  business  houses  of  the  shabbiest  kind. 
(Figure  25.)  Printing  establishments,  plumbing  and 
electric  shops  seem  to  prefer  this  frontage,  probably  be 
cause  of  its  cheapness  which  is  important  for  establish 
ments  requiring  large  floor  space.  Cheap  rooming  houses 
are  often  on  the  upper  floors  of  these  business  houses.  A 
count  around  the  beautiful  Denver  post  office  which  was 
built  nearly  twenty  years  ago,  showed  its  abutting  front 
age  to  consist  of  six  large  printing  shops,  seven  cheap 
restaurants,  four  small  barber  shops,  two  real  estate 
offices,  one  land  attorney,  one  shoe  repair  shop,  one  shoe 
shining  parlor,  one  small  jewelry  shop,  two  second  hand 
clothing  stores,  one  pool  room,  three  corner  drug  stores, 
one  cleaning  shop,  one  tobacco  store,  one  tire  repair  shop, 
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one  bicycle  repair  shop,  one  auto  washing  service,  a  cheap 
rooming  house,  a  radium  bath.  At  the  time  of  the  count 
eight  stores  were  vacant  in  spite  of  few  vacancies  else 
where.  The  buildings  are  all  of  a  temporary  character, 
apparently  waiting  for  some  reconstruction  which  is  not 
coming. 

tj  Public  buildings  in  other  cities  show  similar  counts  and 
similar  conditions.  The  most  outstanding  condition  of 
this  kind  in  the  country  was,  until  lately,  the  frontage  of 
Pennsylvania  Avenue  between  the  United  States  Capitol 
and  the  White  House.  This  condition  has  now  been 
remedied  by  the  erection  of  more  public  buildings. 

*J  The  arguments  for  civic  centers  and  for  public  gardens 
have  always  been  to  create  beauty,  to  give  a  setting  to 
public  buildings.  An  additional  argument  may  well  be 
that  it  is  better  to  turn  this  frontage  into  use  as  gardens 
than  to  let  it  remain  an  undesirable,  unprofitable  piece 
of  real  estate. 

*I  The  location  of  public  buildings  in  regard  to  the  shop 
ping  district  is  an  interesting  problem.  Aside  from  the 
influence  which  the  building  itself  exercises  on  the  ad 
joining  property,  there  is  the  question  of  how  it  best  ties 
to  the  business  district. 

q  The  city  hall  should  be  near  the  architects'  and  engi 
neers'  section  of  the  office  district.  It  need  not  be  in  the 
shopping  district  and  is  probably  better  away  from  it  by 
two  or  three  blocks.  Police  and  fire  headquarters  require 
frontage  on  main  traffic  arteries. 

*I  Halls  of  record  must  be  near  the  lawyers'  and  business 
men's  office  buildings.  They  do  not  need  the  frontage  on 
a  traffic  artery  but  must  be  accessible  from  the  central 
business  district. 

q  Court  houses  are  best  located  near  the  lawyers'  build 
ings.  They  should  be  of  easy  access  both  from  street  cars 
and  from  automobiles. 


9  The  central  library  should  be  on  the  edge  of  the  shop 
ping  district.  It  should  cater  to  the  shopper  and  still  be 
on  a  quiet  side  street. 

*I  The  post  office  must  be  within  a  very  easy  walk  of  the 
shopping  street.  With  the  new  airmail  and  other  rapid 
mail  connections  it  must  be  on  a  main  thoroughfare. 

tf  Schools  do  not  belong  in  the  business  district  except 
schools  especially  for  business  or  law. 

<I  The  state  capitol  requires  a  residential  surrounding. 
Often  it  is  located  on  spacious  grounds  and  large  apart 
ment  houses  benefit  by  fronting  on  it.  In  this  respect  the 
capitol  grounds  have  the  value  of  a  city  park. 

fl  Public  buildings  are  best  grouped  together  in  the  shape 
of  civic  centers,  state  or  federal  centers.  The  open  space 
gives  a  good  setting  to  the  buildings,  adds  to  the  beauty  of 
the  city,  and  gives  the  proper  importance  to  the  business 


FIQURB  25.    "A  public  building  marred  by  unsightly  shacks." 
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of  government.  We  have  seen  that  this  grouping  also  aids 
in  solving  the  problem  of  poor  surroundings.  In  many 
cities  the  frontage  of  such  open  spaces  should  be  used  for 
hotels. 
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automobile  stores  anb  service  shops 


UTOMOBILE  stores  and  service  shops  belong 
on  the  main  arteries  of  traffic,  not  in  the 
shopping  district. 


*I  Thus  far  we  have  described  only  the  business  groups  in 
the  interior  of  the  city's  business  district.  There  are  many 
business  uses,  however,  which  do  not  enter  the  central 
district,  but  are  limited  to  the  outer  and  cheaper  streets 
or  to  the  traffic  arteries  leading  from  the  business  district 
to  the  residential  areas.  Among  these  business  houses  are 
those  that  serve  the  motorist. 

€}  The  arrangement  of  the  automobile  group  in  a  large 
city  is  practically  the  same  as  was  seen  in  the  small  town, 
except  for  the  difference  in  size.  There  are  no  representa 
tives  of  this  group  in  the  inner  shopping  section  and  if  a 
stray  one  is  there  he  is  probably  not  at  all  satisfied  with 
the  location.  Ground  values  are  too  high,  traffic  conges 
tion  too  great,  and  the  location  too  far  from  moving  traffic 
to  be  successful. 

fl  Automobile  storage  garages  must  be  excepted  here. 
These  cater  primarily  to  the  shopping  district  and  are  in 
a  separate  class  on  account  of  this. 

€J  To  the  automobile  service  group  belong  auto  show  and 
sales  rooms,  filling  stations,  repair  shops,  tire  stores,  and 
tire  repair  shops,  battery  shops,  automobile  painting, 
welding,  body  and  fender  shops,  radiator  and  speedom 
eter  shops,  and  the  numerous  other  shops  that  sell  or 
repair  auto  parts.  To  this  group  should  be  added  automo 
bile  financing  houses. 

€J  On  main  arteries  of  traffic,  though  unrelated  to  the 


FIGURE  26.     "Auto  sales  rooms  have  become  veritable  palaces." 


automobile  business,  are  found  also  electric  sign  com 
panies,  mortuaries,  laundries  and  laundry  agencies, 
moving  companies,  with  an  occasional  barber  shop  and 
restaurant.  Cold  drink  stores  are  also  beginning  to  use 
this  frontage  for  curb  service. 

*J  This  whole  large  group  depends  on  the  traffic  street 
for  its  business.  Many  of  the  business  houses  require  cuts 
in  the  street  curbing  for  their  entrance  across  the  side 
walks.  This  curb  cutting  is  often  a  disadvantage  to  the 
street  itself.  The  cross  movement  of  automobiles  may 
seriously  interfere  with  the  main  traffic  flow.  Where 
alleys  are  sufficiently  wide  or  where  side  streets  are  avail 
able  these  should  be  used  as  entrances  to  the  auto  stores. 

*I  Where  the  street  width  is  150  feet  or  more  it  is  possible 
to  put  in  a  triple  road  system  with  a  road  for  rapidly 
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moving  autos  in  the  middle,  and  side  roads  for  service 
and  entrance  to  the  business  houses.  Curb  cutting  is  hard 
to  prevent,  however,  on  such  traffic  streets.  Where  it  has  to 
be  done  the  curb  should  be  given  sufficient  radius  to  make 
for  easy  ingress  and  egress.  The  larger  radius  is  much 
better  from  the  standpoint  of  the  main  traffic  way  be 
cause  it  allows  turns  that  take  up  less  of  the  space  of  the 
main  artery. 

€J  Soft  drink  stores  doing  a  curb  business  should  be  al 
lowed  only  where  the  roadway  has  sufficient  width.  The 
soft  drink  store  with  private  parking  area  is  much  better 
than  the  curb  service  store  which  blocks  moving  traffic. 

€[  On  crowded  arteries  of  this  kind  all  parking  of  auto 
mobiles  should  be  prohibited  and  forced  into  side  streets. 
Where  it  is  not  necessary  to  come  to  this  extreme,  parking 


FIQURH  27.     Motor  Avenue  in  Salt  Lake  City. 


may  be  prohibited  for  the  rush  hours,  the  ingoing  side 
in  the  morning,  the  outgoing  side  in  the  afternoon. 

Q  Many  large  automobile  stores  have  built  veritable  pal 
aces  for  show  rooms.  (Figure  26.)  Usually  these  houses 
have  sufficient  funds  available  for  large  and  attractive 
buildings.  It  would  be  easy,  therefore,  to  create  an  auto 
mobile  row  of  outstanding  beauty.  One  design  for  a  whole 
street  or  for  several  blocks,  but  with  variations  to  suit  the 
individual  store,  might  turn  such  a  street  into  something 
very  unusual. 

Q  Auto  stores  must  have  large  display  windows.  A  plan 
shown  in  Figure  27,  showing  Motor  Avenue  in  Salt  Lake 
City,  is  very  interesting. 


restaurants 


HE  restaurant  does  not  belong  to  any  group 
and  has  no  definite  place  in  the  city  plan. 


fl  Restaurants  furnish  a  service  to  the  shop 
per  and  business  man  which  is  very  individual.  This 
service  is  of  two  kinds.  Some  restaurants  cater  to  the 
office  man,  store  clerk,  and  shopper  for  noonday  meals 
only.  Others  cater  to  the  large  number  of  residents  for 
a  full  service  of  three  meals  a  day. 

§  The  restaurant  must  be  close  to  the  main  shopping 
street,  to  the  financial  district  and,  in  general,  to  any  place 
in  the  city's  business  district  where  many  men  and  women 
work  or  live. 

<I  As  a  rule,  ground  rents  on  the  main  shopping  streets 
themselves  are  too  high  for  this  use  and  the  restaurant  is 
therefore  found  on  the  side  streets  between  small  stores. 
Many  of  the  large  department  stores  are  now  operating 
successful  lunch  restaurants  on  their  upper  floors.  This 
suggests  the  ideal  location  for  this  type  of  restaurant.  If 
the  restaurant  owner  can  find  some  way  of  making  it 
known  that  he  is  located  on  the  upper  floor  of  a  building 
where  the  air  is  pure  and  where  a  vista  over  the  city  is 
to  be  had,  he  will  be  able  to  attract  a  crowd  there. 

*I  Without  some  attractive  feature,  the  average  man  or 
woman  will,  of  course,  enter  the  ground  floor  restaurant, 
if  for  no  other  reason  than  that  of  ease  of  approach.  A 
special  ground  floor  entrance  with  elevator  service  would 
combine  both. 

€J  The  restaurant  serving  three  meals  a  day  is  usually 
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better  located  near  hotels  and  apartment  houses  and  can 
often  be  slightly  away  from  the  shopping  center. 

fl  A  restaurant  does  not  have  the  same  urgent  need  for 
an  automobile  parking  place  as  have  some  of  the  other 
stores,  nor  does  it  need  to  be  on  a  street  car  line.  It  is, 
however,  interested  in  these  facilities  as  far  as  they  affect 
the  whole  shopping  district  and  should  cooperate  with 
other  stores.  Business  restaurants  in  American  cities  are 
usually  not  grouped  together,  but  night  clubs  and  promi 
nent  restaurants  are  often  found  in  one  neighborhood. 
European  cities  occasionally  have  several  prominent  res 
taurants  on  one  street,  but  in  our  cities  the  business  restau 
rant  seems  to  be  largely  by  itself  between  other  business 
houses. 

*I  In  many  places  the  restaurant  may  have  to  adjust  itself 
to  the  architectural  type  of  another  group.  There  is  no 
reason,  however,  why  restaurants  should  not  adopt  some 
common  indicator  as  have  other  business  houses. 

fl  In  some  cities  quaint  little  streets  of  historical  value 
have  been  used  successfully  for  the  location  of  unique 
restaurants.  (Figure  28.)  These  locations  often  carry 
with  them  a  feeling  of  cheer  and  charm,  and  are  usually 
valuable.  Many  cities  can  create  such  nooks  in  their  other 
wise  rather  monotonous  street  system.  Frontage  on  down 
town  parks,  on  a  public  building,  or  one  giving  attractive 
views  otherwise  can  be  used  for  this  purpose,  provided 
the  distance  from  the  main  shopping  street  is  not  too 
great. 


FIGURE  28.     A  Quaint  Street  for  a  Restaurant    .    .    .    Santa  Barbara,  Calif. 


hotels 


frontage  is  an  asset  to  large  hotels. 


*J  One  of  the  main  units  of  the  business  dis 
trict  is  the  hotel  unit.  Hotels  cater  to  the  trav 
eling  man  and  woman  and  to  a  small  extent  to  the  resi 
dent.  At  one  time  all  of  the  traveling  clientele  of  the 
hotel  arrived  by  railroad  train.  Proximity  to  the  railroad 
station  seemed  essential  in  those  days.  In  later  years, 
with  the  growth  of  the  city,  hotels  found  it  advantageous 
to  be  near  the  shopping  street,  and  railroad  locations  be 
came  less  important 

9  Since  transcontinental  motor  travel  is  gaining  in  im 
portance,  many  hotels  now  locate  on  main  traffic  arteries 
but  near  the  shopping  district.  Other  hotels  have  found 
a  location  on  a  large  park  very  valuable.  Much  depends 
on  the  type  of  patronage  to  which  the  hotel  caters. 

fl  For  large  hotels  of  first  rank  the  best  location  is  on  a 
main  traffic  artery,  or  close  to  one,  on  a  direct  connection 
with  the  railroad  stations  and  fronting  on  a  down  town 
park,  civic  center,  or  open  ground  around  a  public  build 
ing.  This  location  should  be  on  that  side  of  the  city  which 
has  the  best  residential  section. 

fl  Smaller  hotels  will  find  similar  locations  on  the  oppo 
site  side  of  the  business  district  where  rents  are  cheaper. 

<I  Hotels  are  often  grouped  according  to  the  type  of  cli 
entele.  This  is  well  illustrated  in  Washington  where  one 
group  of  large  hotels  seems  to  cater  to  the  executive  part 
of  government  and  the  other  is  found  around  the  capitol 
and  seems  to  depend  on  legislative  patronage. 


fl  More  than  any  other  business  house  should  the  hotel 
use  civic  beauty  as  a  business  asset.  A  location  fronting 
on  a  park  or  other  open  space  is  valuable  because  it 
affords  both  beauty  and  air  and  sunlight.  (Figure  29.) 
Where  the  municipality  creates  such  a  park  the  hotels 
should  benefit  by  it,  but  where  open  space  is  not  available 
there  is  no  reason  why  several  large  hotels  should  not 
create  an  open  spot  themselves. 

fl  Hotels  can  create  the  proper  atmosphere  for  their 
patrons  by  cooperation.  A  fountain,  a  flower  garden, 
grass,  and  trees,  are  the  best  means  of  attracting  a  hotel 
customer. 

tj  Many  visitors  get  their  first  and  often  only  impression 
of  a  city  through  a  hotel  lobby  or  a  hotel  window.  A  city 
can  be  materially  hurt  or  benefited  by  the  appearance  of 


FIGURE  29.    An  Open  Park  Gives  Beauty t  Air  and  Sunlight  to  a  Hotel. 


a  hotel.  Like  all  other  business  houses,  the  hotel  is  part 
of  a  group  of  enterprises  whose  interests  are  tightly  inter 
woven. 

*J  Cities  often  spend  hundreds  of  thousands  of  dollars 
trying  to  convince  prospective  guests  of  their  city's  beauty 
and  fail  to  spend  a  few  thousands  of  dollars  to  prove  to 
the  visitor  that  the  statements  and  pictures  were  more 
than  advertising  bluff.  A  city  and  its  leading  hotels  can 
afford  to  get  together  and  create  a  small  spot  of  beauty 
near  the  hotels. 

<I  Hotels  do  not  need  the  type  of  auto  parking  space 
which  stores  require.  There  was  a  time  when  every  hotel 
had  to  have  a  livery  stable,  where  horses  and  vehicles 
were  available  for  the  guests.  City  hotels  have  lost  this 
type  of  business  and  automobiles  for  sight-seeing  are  now 
furnished  mostly  by  taxicab  companies.  Many  hotels  still 
maintain  buildings  for  automobile  storage.  These  build 
ings  are  usually  separate  from  the  main  hotel  and  should 
be  located  on  a  traffic  street. 

fl  Hotel  architecture  has  always  been  distinctive.  Nearly 
all  hotels  can  be  recognized  as  such  by  looking  at  the 
buildings.  Where  hotels  are  grouped  around  an  open  and 
special  hotel  square  some  unity  of  design  should  be  car 
ried  out. 


street  wibtbs  anb  automobile  parking 


shopping  street  can  be  too  wide. 


fl  The    matter    of    streets    and    roadway 
widths  for  shopping  districts  often  depends 

on  the  liberality  of  the  man  deciding  it  rather  than  on  the 

careful  study  of  the  problem. 

fl  A  street  that  is  much  over  90  feet  in  width  between 
building  lines  loses  the  proper  relation  between  its  two 
sides.  If  greater  width  is  desired  it  is  much  better  to  work 
out  a  plaza  arrangement  where  people  are  to  go  around 
the  open  space  rather  than  across  it. 

9  The  roadway  can  be  too  wide  also.  A  wide  roadway 
attracts  moving  traffic  and  this  type  of  traffic  is,  for  the 
greater  part,  through  traffic,  which  does  not  benefit  the 
abutting  business  house. 

€f  A  very  narrow  business  street  is  not  desirable.  Crowded 
street  conditions  cause  a  tremendous  loss  of  time  and 
therefore  are  not  economical.  In  such  streets  it  may  be 
more  advantageous  to  prohibit  all  vehicular  traffic. 

fl  Mixed  traffic  is  best  for  the  business  street.  A  certain 
amount  of  street  cars  and  of  automobiles  is  the  best  traf 
fic  arrangement  from  the  standpoint  of  business.  Some 
shopping  streets  have  succeeded  in  removing  their  street 
car  lines,  but  it  is  doubtful  whether  such  streets  may  not 
shift  eventually. 

fl  Street  widths  are  usually  best  figured  by  allowing  ten 
feet  for  a  street  car  line,  ten  feet  per  lane  of  automobile 
traffic,  and  eight  feet  for  parked  automobiles. 
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*J  For  a  street  with  one  car  line,  two  lanes  of  moving 
autos  and  two  lanes  of  parked  cars,  the  width  should  be 
46  feet. 

For  2  car  lines,  2  lanes  of  autos,  2  lanes  parking, 

56  feet. 
For  2  car  lines,  4  lanes  of  autos,  2  lanes  parking, 

76  feet. 
For  2  car  lines,  6  lanes  of  autos,  2  lanes  parking, 

96  feet. 
For  1  lane  of  moving,  2  lanes  of  parked  autos,  26 

feet. 
For  2  lanes  of  moving,  2  lanes  of  parked  autos,  36 

feet. 
For  4  lanes  of  moving,  2  lanes  of  parked  autos,  56 

feet. 
For  6  lanes  of  moving,  2  lanes  of  parked  autos,  76 

feet. 

tj  It  is  not  economical  to  have  any  widths  other  than  these 
calculated  ones.  A  few  feet  more  than  required  does  not 
create  additional  capacity,  only  additional  cost.  Where 
roadway  widths  exist  which  do  not  fit  the  calculated 
widths,  a  change  should  be  considered. 

fl  Street  parking  is  one  of  the  great  problems  of  a  busi 
ness  street.  Unless  a  street  has  more  than  60  feet  road 
width,  parking  should  be  parallel  to  the  curb.  Where 
diagonal  parking  is  used  on  a  street  with  a  great  deal  of 
moving  traffic,  the  width  should  be  not  less  than  70  feet. 
Diagonal  parking,  as  well  as  right  angle  parking,  should 
be  made  to  back  in  and  head  out.  This  eliminates  a  great 
deal  of  the  interference  with  moving  traffic  caused  by  this 
type  of  parking. 

fl  The  parking  period  should  be  based  on  the  time  re 
quired  for  shopping  in  the  various  business  houses.  This 
time,  as  based  on  observations  of  the  United  States  De 
partment  of  Commerce,  is: 

Stores  for  wearing  apparel  average  less  than  30 
minutes. 

Grocery  stores  average  less  than  30  minutes. 

Furniture  stores  average  less  than  1  hour. 

Hardware  stores  average  less  than  30  minutes. 


fl  Many  cities  have  overemphasized  the  value  moving 
traffic  has  in  their  business  districts.  Streets  are  widened 
to  provide  for  a  larger  number  of  automobiles  to  mill 
around  in  the  district.  Provision  for  the  storing  of  auto 
mobiles  during  business  hours  has  been  nearly  as  much 
underemphasized. 

<I  The  business  district  must  be  looked  upon  as  the  termi 
nus  for  all  the  moving  traffic  in  the  city.  If  an  automobile 
from  the  residential  districts  arrives  in  the  business  sec 
tion  and  cannot  be  parked  it  cruises  around  until  some 
where  at  the  outer  edge  of  the  district  it  is  left.  The  sav 
ing  of  time  made  by  the  use  of  the  automobile  is  lost  and 
in  many  cases  a  customer  is  lost.  It  is  in  no  wise  different 
from  a  railroad  station  so  choked  with  trains  that  a  newly 
arrived  train  must  stop  a  mile  or  more  out.  In  the  case  of 
the  railroads  the  public  would  not  stand  for  this,  but  in 
the  case  of  a  shopping  district  the  public  seems  little 
aroused. 

€J  For  that  matter,  it  is  the  business  man's  worry.  He  is 
the  one  who  finally  pays  in  loss  of  trade.  He  may  fool 
himself  into  believing  that  the  through  traffic  and  the 
cruising  traffic  passing  his  door  mean  business  activity, 
but  many  autoists  may  pass  his  door  without  being  able 
to  go  near  it  and  finally  stop  somewhere  else. 

<I  Decentralization  is  going  on  in  many  of  our  cities. 
There  is  no  reason  for  cities  to  worry  over  this.  The  worry 
is  that  of  the  downtown  business  man,  not  of  the  city. 

fl  A  city  must  accommodate  as  many  parked  automobiles 
in  its  business  district  as  possible.  On  the  shopping  street 
a  turnover  of  every  15  minutes  should  be  insisted 
upon.  On  side  streets  and  parallel  streets  a  turnover  of 
60  minutes  is  sufficient  to  give  shoppers  an  opportunity  to 
do  their  errands.  In  the  financial  district  15  minutes 
should  be  the  limit. 

€J  Wherever  possible,  the  city  should  insist  on  the  build 
ing  of  off-street  parking  facilities.  They  should  be  in- 


eluded  in  all  new  buildings  and  be  commensurate  with 
the  floor  space  of  the  building.  In  blocks  of  small  build 
ings  there  is  no  reason  why  the  city  administration  should 
not  erect  a  parking  garage  in  the  middle  of  the  block  and 
assess  its  cost  against  the  block,  paying  the  cost  of  opera 
tion  from  revenues  derived  from  renting  space. 

fl  The  cost  of  storing  cars  during  the  business  hours 
should  be  kept  low.  That  is,  especially  for  the  first  hour. 
A  charge  of  five  cents  for  the  first  hour  might  prove  much 
more  profitable  than  a  higher  charge. 


stbewalfcs 


HE  sidewalk  is  the  most  important  part  of  the 
street  to  the  business  man. 


§  The  sidewalk  is  also  the  most  important 
part  of  the  street  for  the  pedestrian.  Every  motorist  must 
become  a  pedestrian  before  he  can  enter  a  store  or  office 
building.  The  average  business  man  polishes  up  his 
building  but  he  does  little  to  make  the  sidewalk  attractive. 

fl  Among  the  many  advantages  that  small  cities  have 
over  larger  cities,  is  that  they  are  better  able  to  grow  flow 
ers  and  trees.  The  business  man  of  the  small  city  can 
make  his  sidewalk  attractive  by  the  use  of  flowers  grown 
in  vases.  Nothing  can  be  better  advertising,  nothing  cre 
ates  community  interest  more  than  a  number  of  attractive 
flower  boxes.  They  can  be  placed  on  the  curb  or  against 
the  building  or  placed  on  balconies.  Large  cities  can  use 
flower  boxes  to  a  much  greater  extent  than  they  do  at 
present.  (Figure  30.) 

<I  The  width  needed  for  a  sidewalk  depends  on  the  size 
of  the  crowd  of  daily  shoppers.  Counts  made  on  the  busi 
est  corner  of  a  city  show  that  the  number  of  people  pass 
ing  the  point  daily  may  equal  one-sixth  of  the  total  popu 
lation  of  the  city.  A  sidewalk  of  15  feet  in  width  will 
accommodate  50,000  people  during  a  24-hour  day.  For  a 
larger  number,  sidewalks  should  be  widened;  for  a 
smaller  number,  less  width  is  sufficient. 

<I  A  narrow  sidewalk  gives  a  street  a  skimpy  appearance, 
a  broad  sidewalk  gives  it  an  imposing  character.  A  side 
walk  of  12  feet  width  is  a  fair  sidewalk,  but  it  is  a  mini 
mum — 15  or  20  feet  is  better.  A  sidewalk  should  have  not 
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less  than  five  feet  space  which  is  not  actually  needed  for 
walking.  This  space  can  be  used  for  beautifying. 

*I  For  small  cities  an  occasional  tree  is  not  at  all  objec 
tionable,  as  is  shown  in  the  chapter  on  trees. 

fl  Most  sidewalks  are  laid  in  plain  concrete  but  the  mer 
chant  who  wants  to  make  an  attractive  sidewalk  can  make 
a  mosaic  design  in  tile  or  other  suitable  material  of  the 
non-slippery  kind. 

«I  Perhaps  it  is  preposterous  to  talk  of  sidewalk  architec 
ture.  It  is  possible  to  replace  the  light  post,  the  waste 
paper  can,  the  fire  hydrant  and  mail  box,  the  overhanging 
advertising  sign,  the  basement  street  airway,  the  sidewalk 
display  of  wares,  by  something  better.  A  simple,  narrow 
tower  placed  on  the  street  corners  might  take  care  of  all 
the  first  four  uses.  To  it  might  be  added  telephone  for  fire 
and  police  use  and  information  booth.  Sidewalk  dis 
plays  may  be  replaced  by  floral  or  evergreen  shrub  plant 
ing  in  tubs. 

fl  Sidewalks  can  be  and  should  be,  the  most  attractive 
part  of  a  business  street. 


FIOURB  80.     Flower  Boxes  for  Street  Ornament. 


street  cars 


HE  value  of  a  street  car  line  to  a  shopping  dis 
trict  may  be  greater  than  that  of  moving 
automobile  traffic. 


*I  In  spite  of  a  continual  decrease  in  tramway  patronage, 
this  type  of  transportation  still  carries  a  very  large  num 
ber  of  people  to  and  from  the  shopping  district.  This 
chapter  does  not  deal  with  the  problem  of  tramway  sys 
tems  as  they  affect  the  city  plan,  but  deals  only  with  the 
influence  of  the  street  car  lines  on  the  shopping  district. 
Large  cities  will  not  be  able  to  dispense  with  this  type  of 
mass  transportation  for  many  years.  In  crowded  business 
districts  the  rail  car  or  tramway  bus  is  the  most  economi 
cal  mode  of  carrying  people,  as  far  as  street  space  is  con 
cerned  and,  for  that  matter,  as  far  as  per  capita  cost  is 
concerned. 

<l  With  this  before  us  it  is  very  likely  that  the  electric 
railway  companies  will  presently  find  their  balance  and 
a  way  to  get  out  of  receiverships.  To  do  this  may  mean  a 
scrapping  of  a  good  deal  of  obsolete  rolling  stock,  obso 
lete  systems  of  doing  business,  and  many  other  things  that 
have  become  obsolete  during  the  years  of  depression. 
Our  cities  are  facing  a  radical  change  in  the  type  of  elec 
tric  transportation,  but  it  is  still  too  early  to  say  what  the 
new  type  will  be. 

<I  Outside  of  a  general  feeling  of  animosity,  usually  little 
thought  is  given  to  street  car  companies  by  the  managers 
of  down  town  stores.  Both  parties  are  the  loser  by  this 
policy.  The  street  car  line  reaches  from  the  door  of  the 
merchant's  store  directly  to  the  middle  of  the  district  in 
which  his  customers  live.  He  has  given  up  advertising  to 


his  customers  on  the  way  to  his  store.  Just  why,  no  one 
knows. 

<J  Many  stores  will  object  if  the  street  car  company  dares 
to  take  away  from  their  street  the  electric  line  that  has 
been  there  for  years.  This  line  may,  however,  run  into  a 
district  where  that  particular  store  has  no  patronage  at  all 
and  where  live  the  customers  of  a  totally  different  group 
of  stores. 

fl  Close  cooperation  between  the  tramway  company  and 
the  down  town  business  man  might  give  the  latter  street 
car  lines  in  front  of  his  store  which  run  to  the  district 
where  the  store's  greatest  number  of  customers  live. 

fl  Lack  of  easy  connections  in  the  residential  districts 
has  been  one  of  the  reasons  for  diminished  street  car 
patronage,  but  in  these  days  of  stress  on  the  tramway 
companies,  what  is  needed  more  than  anything  else  is  an 
effort  to  get  back  to  the  original  idea  of  trying  to  sell 
transportation  to  the  people  of  a  city.  When  business  is 
low,  that  is  the  time  for  sales  effort,  for  lower  prices,  for 
more  advertising,  and  better  service.  If  tramway  com 
panies  would  cease  spending  their  funds  fighting  the  peo 
ple  of  the  city  they  serve  in  lawsuits,  and  use  that  money 
for  better  service,  a  step  forward  would  be  made. 

^  The  passenger  traveling  in  a  street  car  is  much  less 
preoccupied  than  a  person  driving  an  automobile.  He 
has  time  to  watch  the  stores  along  the  street  through 
which  the  car  runs.  For  that  reason  the  tramway  line 
probably  has  more  value  to  a  shopping  street  than  a  great 
deal  of  through  automobile  travel. 

t[  A  large  city  needs  some  means  of  mass  transportation. 
A  shopping  district  cannot  get  along  unless  such  means 
exist.  Whether  present  companies,  or  other  companies, 
or  the  municipality  operates  the  lines  is  of  secondary  im 
portance.  The  main  thing  is  that  a  city  needs  frequent 
and  cheap  transportation  for  its  people. 

fl  Since  this  is  a  needed  service,  there  is  no  reason  why 
it  should  not  be  made  to  pay. 


street 


HE  matter  of  proper  street  lighting  is  one  of 
major  importance  in  shopping  districts. 
Much  of  our  present  street  lighting  is  obso 
lete. 


fl  Tremendous  progress  has  been  made  in  lighting  cities 
during  the  last  century.  From  torches,  to  kerosene  lamps, 
to  gas  lamps,  to  electric  light,  has  been  a  continuous  de 
velopment.  It  seems  to  gain  in  momentum  as  time  goes  on. 

fl  Street  lighting  is  due  for  a  great  change.  This  time  it 
will  not  be  a  change  in  lighting  medium,  perhaps.  Rather 
will  it  be  a  change  in  the  way  electricity  is  applied.  In 
stead  of  a  great  portion  of  the  light  being  wasted  in  the 
upper  layers  of  the  air,  efforts  will  be  made  for  a  better 
lighting  of  the  street  surface.  This  may  sound  rather 
prophetic  but  indications  are  already  present  showing 
that  a  change  is  coming. 

€J  With  all  the  inventions  for  lighting,  our  street  lighting 
systems  are  surprisingly  poor.  Our  designers  seem  un 
able  to  break  with  tradition,  eliminate  the  light  on  a  pole 
and  substitute  for  it  a  way  of  putting  the  light  where  it 
is  actually  needed. 

tj  Without  the  additional  light  from  store  windows  our 
street  lights  in  the  shopping  district  give  hardly  sufficient 
light.  For  the  motorists,  the  street  lights  are  often  more 
harmful  than  helpful.  On  wet  pavement  the  reflection  of 
the  lights  is  such  that  it  is  dangerous  for  people  driving 
autos. 

€J  The  average  light  pole  is  not  attractive.  Many  designs 
have  been  worked  out  for  light  poles,  but  they  always 


PIOURB  31.     An  Ornamental  Tower  for  Street  Lighting. 


remain  individual  poles  that  are  not  in  harmony  with  the 
building  facades  they  light.  On  many  streets  no  poles 
should  be  needed  at  all.  It  would  be  the  simplest  thing 
to  make  the  street  lighting  a  part  of  the  building  design. 
An  illustration  of  this  way  of  lighting  is  shown  in  Fig 
ure  31. 

fl  The  flood  lighting  of  large  buildings  as  is  now  being 
used  shows  what  beautiful  effects  can  be  had  with  light 
ing.  Many  store  buildings  have  lighting  arrangements 
which  are  unusually  attractive.  There  seems  to  be  no 
good  reason  why,  in  the  matter  of  street  lighting,  we 
should  still  follow  the  tradition  of  a  light  on  a  separate 
pole. 

*J  Taking  the  poles  for  granted,  an  effort  could  be  made 
to  make  them,  not  exactly  more  attractive,  but  more  fit 
ting  to  the  architecture  of  buildings  they  adjoin.  Nor  is 
there  any  reason  why  they  should  be  painted  in  a  dead 
color  instead  of  the  bright  colors  that  seem  to  go  with 
lighting. 
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wires  anb  other  service  lines 


UST  why  cities  continue  to  allow  a  system  of 
overhead  electric  wires,  upheld  by  unsightly 
poles,  on  their  streets  and  alleys,  is  incon 
ceivable. 


tj  There  was  a  time  when  telephone  and  electric  light 
utilities  were  in  an  experimental  stage  and  cities  were 
anxious  to  have  these  utilities  at  any  cost.  In  those  days 
the  unsightliness  of  masses  of  wires  could  be  overlooked. 
Today  the  companies  handling  electricity  for  this  use  are 
well  organized  and  financed  and  there  seems  no  reason 
why  the  wire  lines  of  all  types  should  not  be  placed  in 
underground  conduits.  The  main  shopping  district  should 
be  free  from  unsightly  wires. 
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PIQURB  32.     J.  Suggestion  for  Service  Tunnels. 


*I  Few  cities  have  any  system  about  their  service  lines. 
This  holds  for  water  and  sewer  lines,  as  well  as  electric 
lines. 

fl  Most  cities  grow  up  from  small  towns  and  have  ever 
and  again  changed  and  enlarged  their  service  lines.  Every 
time  a  new  tap  is  made  in  an  underground  line  the  pave 
ment  is  broken,  the  main  line  uncovered,  and  after  the  tap 
is  made,  the  work  done  over  again  in  reverse  order.  When 
a  line  has  to  be  renewed  the  same  process  is  carried  out 
on  a  larger  scale.  Many  pavements  have  been  ruined  by 
this  cutting  process.  Main  streets  often  are  blocked  for 
weeks  and  weeks  to  the  damage  of  the  abutting  property 
as  well  as  the  inconvenience  of  the  city  at  large. 

tj  Putting  all  service  lines  into  a  tunnel  with  outlets  into 
the  various  houses  will  eliminate  all  the  pavement  cut 
ting,  and  over  a  long  period  will  be  economical,  both  for 
the  city  and  the  utility  companies. 

<H  There  are  several  objections  raised  to  this  treatment. 
Telephone  companies  hate  to  have  their  wires  close  to 
light  company  wires  on  account  of  the  danger  of  the  heavy 
voltage.  Electric  companies  also  are  afraid  of  gas  lines 
for  fear  that  a  spark  will  light  the  gas.  This  holds  also 
for  sewer  lines.  There  are  many  ways  in  which  these 
difficulties  can  be  overcome.  Separation  of  electric  lines 
is  not  difficult.  A  tunnel  divided  into  sections  can  be  cast 
which  will  take  care  of  this  objection. 

<I  With  a  definite  system  of  service  lines  placed  in  tun 
nels  and  accessible  at  all  times,  the  great  bugbear  of  cities 
in  the  shape  of  dug  up  streets  can  be  overcome  and  the 
result  will  be  a  great  saving  in  upkeep  costs  by  both  the 
city  and  the  utility  companies.  (Figure  32.) 

<$  The  addition  to  the  city's  beauty  is  thrown  in  on  this 
as  a  by-product.  The  fact  is  that  store  owners  who  spend 
millions  of  dollars  to  attract  trade  by  the  medium  of  beau 
tiful  buildings  should  not  stand  inactive  when  this  expen 
sive  beauty  is  despoiled  by  poles  and  wires  of  the  most 
ungainly  kind.  (Figure  33.) 


PIGUBB  33.     "Unsightly  wires  and  poles  mar  the  beauty  of  many  buildings 
and  streets." 
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street  trees 


HEREVER  we  have  a  beautiful  city  it  is 
nearly  always  a  tree  planted  city. 


tf  With  the  cry  that  street  trees  interfere 
with  business,  they  have  heen  cut  down  ruthlessly.  Busi 
ness  districts  of  small  cities  which  at  one  time  were  at 
tractive  with  foliage  have  been  denuded  because  the  trees 
obscured  the  full  view  to  the  store  buildings,  or  at  other 
places  interfered  with  traffic. 

*I  There  are  many  cases  where  trees  have  to  be  removed 
from  the  streets  of  a  growing  city.  There  are  many  cities 
which  are  in  the  pitiful  plight  where  their  air  is  so  dirty 
and  sooty  and  their  streets  so  shady  that  trees  will  not 
live  there.  The  human  body  seems  to  be  more  resistant 
against  such  conditions  than  trees  are.  The  human  keeps 
on  living  in  places  where  trees  die. 

fl  The  interference  that  trees  cause  to  business  has  been 
greatly  exaggerated.  The  interference  they  cause  to  traffic 
may  be  serious.  In  many  instances,  however,  where  trees 
are  cut  down  for  traffic  or  business  reasons  the  question 
might  be  put  whether  in  that  particular  location  the  tree 
was  not  of  greater  consequence  to  the  welfare,  and  even 
to  the  business  interest,  of  the  city  than  the  traffic  and 
whether  the  interference  a  business  house  might  think  it 
suffers  from  the  presence  of  a  tree  cannot  be  relieved 
otherwise  than  by  cutting  down  the  tree. 

€[  Many  small  towns  which  are  famous  for  their  beauty 
owe  this  beauty  to  a  few  trees. 

q  As  with  many  other  things,  we  often  go  too  far  in  plant- 
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ing  trees.  A  business  street  planted  with  a  crowded  line 
of  trees  is  nearly  hidden  from  view.  Between  the  two  ex 
tremes  of  no  trees  and  a  dense  line  of  trees  there  are  many 
compromises.  A  single  tree  to  a  block  gives  relief.  Two 
or  three  trees  placed  at  the  right  spots  may  be  all  a  busi 
ness  block  requires.  (Figure  34.) 


FIGURE  34.     "One  tree  in  a  business  block  lends  a  touch  of  green.' 
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Conclusion 


GREAT  influx  of  people  from  the  farms, 
coupled  with  a  large  and  steady  increase  in 
population  for  the  whole  nation,  has  given 
our  American  cities  an  unprecedented 
growth.  Whether  this  growth  will  continue 
at  the  same  rate  is  doubtful.  The  national  increase  in 
population  seems  to  slow  up  considerably.  Together  with 
this  there  seems  to  be  a  tendency  for  our  city  people  to 
move  out  to  the  outskirts  of  the  city.  With  speed  of  trans 
portation  still  on  the  increase,  with  shorter  working  hours 
and  a  four  or  five-day  week  in  the  offing,  it  seems  likely 
that  this  spreading  out  over  still  larger  areas  may  con 
tinue  and  be  followed  by  the  settling  of  many  families  on 
small  tracts  of  land  large  enough  to  allow  them  to  grow 
some  food  products.  The  future  may  see  a  new  type  of 
city  covering  the  area  which  is  now  the  metropolitan  re 
gion  of  the  city  with  a  much  lower  per  acre  density  of 
population. 

<I  The  flattening  of  population  curves  for  cities  may  be 
expected  to  make  competition  between  cities  far  keener 
than  it  has  been  in  the  last  quarter  of  a  century.  This 
competition  will  center  in  the  old  business  districts  which 
will  stand  the  brunt,  not  only  of  this  competitive  fight, 
but  also  of  the  changed  conditions  caused  by  still  greater 
v  decentralization. 

f  <I  Individual  stores  and  business  houses  will  realize 
sooner  or  later  that  this  struggle  is  not  a  one  man  affair 
but  can,  and  will  be  handled  much  more  satisfactorily  by 
the  whole  business  center  coordinating  its  efforts  towards 
greater  efficiency  and  greater  attractiveness.  It  is  not 
more  expensive  to  build  a  city  after  a  definitely  studied 
preconceived  plan  than  it  is  to  build  the  city  in  the  hap 
hazard,  random  way  which  we  have  followed  in  the  past. 
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«I  Beauty  of  architecture  has  proved  itself  a  valuable  ad 
vertising  medium  to  individual  business  houses  and,  ap 
plied  to  a  whole  district,  might  easily  give  a  city  a  perma 
nent  advertising  value  which  would  reach  across  the 
length  and  breadth  of  the  land. 

J   fl  Cities  are  built  by  the  efforts  of  men  and  women.    The 
?*         work  they  put  into  building  their  business  is  the  work 
which  builds  the  city.    If  their  efforts  can  be  combined 
the  results  can  be  multiplied. 

fl  The  new  era  which  is  now  beginning  will  give  us  city 
plans  which  are  much  more  carefully  studied  than  were 
those  of  the  past.  City  planning  has  gone  through  a 
'JT  period  of  superimposed  beautifying,  then  through  a  pe 
riod  of  regulation  by  zoning,  then  through  a  period  of 
traffic  development.  The  next  step  must  become  a  more 
thorough  consideration  of  all  the  factors  in  city  building, 
and  design  of  business  districts  along  definite  lines  of 
greatest  efficiency,  and  beauty  must  take  a  prominent 
place  in  this. 
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